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| C.E. BICKFORD & CO. 


COFFEE BROKERS 
AND AGENTS 


NEW YORK NEW ORLEANS 
88 Front Street 427 Gravier St. 





Have you seen our booklet, “COLOMBIA, THE LAND Or CorFrer”? 
l’s delightfully illustrated, and yours for the asking 


Careful cultivation . . . Constant experimentation . 


Assure perfect quality the year ’round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


E Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 





REFRESHING! 
DELICIOUS! 


ICED COFFEE 


You Roast It, We Supply the Green 
J. ARON & COMPANY, INC. 









J. ARON & COMPANY, INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 





NEW ORLEANS NEW YORK SAN FRANCISCO 
NEW YORK Direct Representation NEW ORLEANS 
91 Wall Street SANTOS 336 Magazine Street 


SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 








Offices of Representatives in Coffee Producing Countries all over the World. 





SUNE, ‘1955 ~ l 





“INCREASED PRODUCTION 
oe ... LESS HELP 
win or nie “acre se wiser sy. ACCURATE WEIGHTS” 


are assured of exact weights. We weigh packages in 
a wide range and find the changing of weights is done 
rapidly. Also it has greatly speeded up our production 
with “one less help,” and we feel that considering 
greater production with less help and. also correct 
weights, the Bar-Nun has paid for itself by now.” 


“We like, especially, the extremely accurate, trouble-free 
method in which our Bar-Nun Weighers handle even 
the very fine grinds in regular stride; and the operators 
find them dependable and easy to adjust.” 


“We are convinced in our own minds that if we were 
still trying to operate without the Bar-Nun Weigher, 
we would have to have at least one additional employee 
to handle the packaging of our products. On this 
basis, we feel that the Bar-Nun has paid for itself 
already in wages saved without even considering the 
savings we have made by eliminating overweights.” 


*NAMES ON REQUEST 


BAR-NUN "Auto-Check" Net Weighers 


e Extreme Accuracy 
e Speedy Operation 
e Dependable 

e Easy to Adjust 


Scores of coffee plants have proved it in their own operations: Ac- 
curate, dependable Bar-Nun ‘‘Auto-Check” Net Weighers save enough 
coffee, labor and production time to repay the purchase price usually 
eficiently fer dn diel aE dees in weight within the first year. If you will tell us the weights you package, and 
range from 3 ounces to 1Yy pounds. Also available whether ground or whole bean coffee, we will give you complete de- 
with Automatic Bag Feeder, for speeds up to 30 bags tails and quotation on the Bar-Nun “Auto-Check” Net Weigher that 
per minute, requiring less than half of one operator's will make these savings for you. 

time. 


A No. 25 Bar-Nun “Auto-Check” Net Weigher used 


B. FF. GU MP CO.i isis cicero Avene, chicago 5, ttnots 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS « IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK” NET WEIGHERS ¢ BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS ¢ EDTBAUER-DUPLEX NET WEIGHERS 


Coffee & Tea Industries and The Flavor Field, published monthly by the Spice Mill Publishing Company, 106 Water St., New York, N. Y. 
Subscriptions $4.00 a year, 50 cents per copy, Jume 1955, Vol. 78, No. 6. Reentered as second class matter June 22, 1951, at the Post Office 
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; ie What the eyes are drawn to, 
SG the hand reaches for! 







Your bag, at the final point-of-purchase, com- 
petes for the buyer’s attention with all the 
other coffee brands on the shelf. 


Creative design ideas 
plus... 


) ( ) Ww r & “| ea a knowledge 


Dramatic artistic appeal 
equals... 
Added selling power for your coffee bag! 


Arkell and Smiths’ design service offers you potential increased coffee sales, 
on new or on established brands. Contact Arkell and Smiths today for coffee 
bags designed for added selling power! 


ARRKELL and SMITHS 


COFFEE BAG HEADQUARTERS - 500 FIFTH AVENUE - NEW YORK 36, NEW YORK 











‘THE OLDEST NAME IN PAPER BAGS’’ 
JUNE, 1955 3 
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a! 
leh ©=90- YEAR OF LEADERSHIP 
oll, IN CONTAINER RESEARCH 


ay" 


American Can Company opens the most modern 


Dedicated to creating cans that will add new convenience to your products 


This new research center is the latest link in 
the chain of progress which began with Canco’s The shape of cans to come 

container research laboratory—the first in Who can even venture to guess what new miracles 
America—which was opened in 1906. will be born at Barrington? For here, Canco’s 
creative scientists will have the finest equipment 
and the most up-to-the-minute facilities of any 


container laboratory in the world. 


Through Canco research have come such important 
developments as the perfection of the sanitary can, 
the vacuum pack coffee can, the reclosable 
shortening can, the luncheon meat can, the fibre Many dreams are already: taking shape under our 
salt container, the beer can—and now MiraCan,* new roof, Studies are progressing in the use of 
the new flat-top beverage container. atomic energy in the “‘cold sterilization” of foods. 
COFFEE & TEA INDUSTRIES and The Flavor Field 
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COMPANY 


AMERICAN CAN 


SEARCH CENTER BARRINGTON, TILING, 





research center in the can-making industry 


Accomplishing the “impossible” 

Even more dramatic is the search for ways to make 
tin cans without tin . . . America’s major source * 
of tin lies directly in the path of current aggressors. 
The problems are staggering—but the results will 
be even more so. We call this vitally important 
program Operation Survival—a name which may one 
day mean exactly what it says. 


“Good” isn’t good enough 

Experience has taught that no container manufacturer 
can hope to make significant contributions to 

the nation’s economy without constant research 
advancement. The good ways are not necessarily good 
JUNE, 1955 


enough. The formula for growth is constant change, 
constant improvement, constant search for new 

and better containers. 

It is to this kind of change that Canco’s new 
Barrington Research Center is dedicated— 

to provide still better packaging for the products 

of America’s agriculture and industry. 


Go First to the People Who Are First! 
AMERICAN CAN COMPANY 


New York, Chicago, San Francisco 


*T.M, Amer. Can Co. 








LET US MEASURE OUT 


Coffee packers, like coffee drinkers, have special tastes. That is 
why Continental tailors its containers and services to meet the 
particular requirements of every packer. Not only will we sup- 
ply beautifully lithographed cans, but also we have available a 
host of services that may make your life easier. Why not see 
what we can do for you. Anytime at all. 


CONTERENTAL E CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 © Central Division: 135 So. La Salle St, Chicago 3 * Pacific Division: Russ Building, San Francisco 4 
6 COFFEE & TEA INDUSTRIES and The Flavor Field 
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YOURS for the asking 


The booklets listed below contain special- 
tzed, detailed information on various sub- 
fects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


8—cranutarors 

This is a four-page bulletin with pictures 
and specifications on a new line of coffee 
granulators. The bulletin describes capacity 
and dimensions, special finishing rolls, 
Operation and maintenance, replacement 
heads, etc. Jabez Burns & Sons, Inc., 
lith Ave. at 43rd St., New York City. 


9_ vopern FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10—surerrine PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O’Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


L]—riar BAG PACKAGE 

This four-page illustrated folder describes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre- 
sentative: Ulbeco, Inc., 19 Rector St, New 
York City. 


12—corrze ROASTER 

“Superior roasts at lower cost” is the 
title of this four-page bulletin describing 
the new Gump Ray-Nox Coffee Roaster. 
The roaster is illustrated from various 
angles, and specifications are presented. In- 
cluded is a listing of recording thermometers 
and controls available on the roaster. B., F. 
Gump Co., 1325 S. Cicero Ave., Chicago 
50, Ill. 


1 3—srore GRINDER 


This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine, 
in full view of the customer, and the 
grinds are indicated with an illustration of 
the brewing device, as well as by name. 
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<2 1A 
A smart move is not necessarily one in 
which you throw out all the old equipment 


and start from scratch. 
For example when Pascal's moved into 


their new plant (shown above) in Yonkers, 
N.Y., last year they consulted with JABEZ 
BURNS first. As the result of a BURNS “engi- 
neered” move they made use of the best of 
their equipment, added to it only certain 
items of new equipment which were in- 
dicated by a production analysis, and as 
the result ended up in a new plant at a 
minimum of moving and new equipment 
expense but with top operating efficiency! 


_— 





SMART MOVE 


Some moves can best be made by 
adding considerable new equipment while 
others can and should be made WITHOUT 
THE ADDITION OF ANY NEW EQUIP- 
MENT AT ALL. 

The answer to making a SMART MOVE 
is to make a PROFESSIONAL move. JABEZ 
BURNS with the accumulated know-how of 
more than 90 years of designing coffee 
plants and plant layouts can save you mon- 
ey and headaches—and give you an effi- 
cient new plant within your capital budget. 
Before you make a move—either big or 
small—why not consult 


JABEZ BURNS & SONS, INC. . 


llth Avenue at 43rd Street . 


New York 36, N. Y. 





DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT 


ae 
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Premiums in 1955 


A COFFEE & TEA INDUSTRIES 
“fact-reference” feature 








The postwar growth of premiums as a coffee and tea pro- 
motion technique is continuing in 1955. 

This year the proportion of coffee and tea packers using 
premiums is larger than ever. The number of coffee and 
tea premium offers is also at a new high. 

These trends are revealed by the sixth annual sugwey of 
premium use by coffee and tea companies, conducted.as a 
service by COFFEE & TEA INDUSTRIES, formerly The Spice 
Mill. 

Nearly 61 per cent of the coffee and tea packers are 
now boosting brand sales with premium offers, the survey 
shows. Last year 58 per cent of the companies employed 
premiums; in 1953 the proportion was 55 per cent. 

Prodding coffee roasters into premium promotions is con- 
sumer resistance born of the great price crisis in 1954. A 
number of survey respondents stated that slow sales were the 
reason they turned to more intensive premium merchan- 
dising. 

Tea packers continued to use premiums as a direct, hard- 
hitting method, in keeping with their aggressive program 
to win a larger share of the country’s beverage market. 

Household items—ranging from dinnerware to bed- 
spreads—remain the most popular type of coffee and tea 
premium. More than 68 per cent of the items mentioned 
in survey returns were in this category. This is close to the 
67 per cent noted last year. 

The survey also spotlighted these trends: 

Self-liquidating offers were the most frequent, a shift 
from the 1954 pattern, in which give-aways dominated. 

More premiums were delivered through the food stores 
than any other way. Last year mail topped other delivery 
methods. 

Premium budgets are, on the whole, larger this year 
than last, both in proportion of gross sales and in amount. 

Many of the heaviest premium users have no budgets, 
however; their offers are self-liquidating. 


JUNE, 1955 


% Report: Sixth Annual National Coffee & Tea Premium Survey 
% Directory: Coffee & Tea Industries’ 1955 Premium Buying Guide 
% Index: 1955 Checklist, with Addresses of Premlum Suppliers 


Premium use is more intensive 


Coffee and tea packers who employ premium pro- 
motions are doing so more often, the sixth annual survey 
conducted by CorFEE & TEA INDUSTRIES shows. 

Of the survey respondents who use premiums, 83 per 
cent are running either the same number of such pro- 
motions this year, or more. 

Only 13 per cent noted fewer premium offers. 

Survey replies covered the first four months of the 
year. A last-minute response deadline was set up, to 
permit returns to cover as much of 1955 as possible, be- 
fore processing and study for report in this issue. 

Slightly more than 42 per cent of the premium-using 
respondents noted a rise in their premium promotions 
this year. 

The reasons for this increase ranged from a need for 
sales stimulants to a method of tempering price increases. 

The sales stimulant reasons were explicit: “Need more 
sales appeal to help seil coffee.” ‘Because it helps keep 
sales up.” ‘To stimulate consumer interest in coffee.” 
“Need more sales appeal to help sell coffee.” 

Other reasons centered on greater availability of sales 
personnel, especially in retail tea and coffee operations: 
“Able to get more canvassers.” 

A number of packers increased their premium promotions 
because they had more and better items to offer: ‘Have 
cffered better variety.” “Bigger catalogue.’ ‘‘Better sales 
circulars put out by premium manufacturer.” ‘More lines.” 

Some of the increases were by companies just getting 
their feet wet in premium promotions: “No premium pro- 
motions last year.’ “Just started premiums.” 

Premiums to temper price increases were noted by a tes 
packer selling to the institutional trade only. 

Other companies already have their feet wet, like the 
feeling, and are out for more of it: ‘Good results were 
achieved with premiums during the past year. 

Increases in premium activity were also linked to business 
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expansion, especially in catalog set-ups or in premiums for 
the food store operator: “Added more accounts.” “Expand- 
ing territory.” 

While many coffee roasters took consumer resistance as a 
signal for stepped-up premium promotion, a few drew the 
Opposite conclusion, 

Among the 13 per cent who listed fewer premium offers, 
these reasons were noted: “Customer not in buying mood.” 
“Harder to sell product.” 

One respondent among this 13 per cent said his com- 
pany was concentrating on advertising, rather than premium 
promotions. 

A little less than 41 per cent of the premium-using re- 
spondents said their offers were on the same level as last 
year. 

One reason was coupon redemption systems, with un- 
changed catalogs. 

Another reason was the personnel factor among wagon 
route operators, unsolved this time: ‘More solicitors not 
available.” 

One respondent is holding pat with a premium program 
of internal sales stimulation and extensive Christmas gifts. 

The remaining 17 per cent did not indicate how their 
premium promotions compared to last year. This was 
omission in some instances, lack of information in others. 
Time was a factor, as this answer typified: ‘Too early to 
tell.” 


Household items lead premium list 


A distinct pattern has emerged in coffee and tea pre- 
mium items, the 1955 survey conducted by COFFEE & TEA 
INDUSTRIES shows. 


Nearly seven out of ten items are for the household. 

This category is a broad one, however. It ranges from 
dinnerware to bedspreads, and takes in TV sets and Jello 
molds. 

A little over 68 per cent of the respondents listed house- 
hold items as their premium offers. 

This proportion is apart from premiums listed in the 
catalogs of coupon redemption systems. About 12 per cent 
of the respondents maintain premium offers on a coupon- 
catalog basis. 

Wearing apparel, including hosiery, was a distant second, 
accounting for 5 per cent of the offers. 

Pens and pencils represented less than 2 per cent of the 
premiums. 

The most expensive items included mink capes and TV 
sets, these particular premiums serving as contest prizes. 

Probably the most novel premium of the year was one 
listed as ‘‘carousel rides.” 

Within the household category, dinnerware, including 
chinaware and dishes, was the single largest grouping. 

These comprised 19 per cent of all the items offered. 

Not at all surprising is the nature of the second most 
frequent group—coffee-makers. These represented 8 per 
cent of all the offers. Included were electric percolators, 
ordinary percolators, coffee makers for instant coffee, and 
eight-cup drip pots for regular coffee. 

Glassware, apart from tumblers, accounted for 4 per 
cent of the items. Iced tea glasses represented an ad- 
ditional 3 per cent. 

An indication of upgrading in nén-catalog items was 
the strength of electrical appliances—such items as waxers 

(Continued on page 44) 





MEASURE 


HANDY MEASURE 


(plain or imprinted) 


A household need, a _ useful kitchen 
aid for accurately measuring detergents, 
sugar, rice, etc., 1 oz. bowl. 


Non toxic plastic — Used for baby 
formula measure. 


ALL PLASTICS supplies Roasters, chain 
stores and wholesalers Coffee Measures 


to spur their own coffee sales. Candle 


The Coffee Brewing Institute standard 
measure is recommended by the National 
Coffee Association and the Pan American 


Coffee Bureau for uniform good brews. sies 


« Store. 


Write for samples and quantity prices. 





SERVE 


Powered Warmer insures 
HOT COFFEE. Keeping the or- 
iginal flavor until consumed. 
Metal parts of stainless steel. Plas- 
tic is Koppers heat resistant. 
Complete with one candle 8 hour 


Additional candles available 
—at low cost from your 5 & 10¢ 


Colors: Ivory, Yellow and red. 
It’s a big Premium for modest cost. 


ALL PLASTICS CORPORATION .- 


SAVE 


All Plastics Piggy Bank. It’s the 
Happy Pig that carries your message 
to children, papa and mama. Ie sells 


the household completely. 


Attractive brilliant colors — red, blue, 
pink and yellow. 4” long, 21/2” high 
and 21/4,” wide. 


Write for a sample and it will be 
sent to you, also prices for individual 
printing where desired in large quan- 
tity. Advertise with this little bank, 
it is a hog of a salesman. 


AVON-BY-THE-SEA, NEW JERSEY 
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CoFFEE & TEA INDUSTRIES’ 


1955 Premium Buying Guide 





This Coffee and Tea Premium Buying Guide, pre- 
pared from information submitted for the purpose by 
the companies listed, carries forward this publication’s 
78-year tradition of service to the coffee and tea industries. 

Use the Buying Guide in conjunction with the Premium 
Suppliers’ Index, which follows it. 

Check the Buying Guide for premium classifications in 
which you are interested. You will find, under each clas- 
sification, names of companies supplying that type of pre- 


mium. For the address of any of these companies, look 
at the Suppliers’ Index. 

A listing in bold face type means the company has an 
advertisement in this issue. In most cases, you can find 
helpful additional detail about that premium in the ad- 
vertisement. 

If you need more information about coffee and tea 
premiums, sources or problems, drop a line to the Pre- 
mium Service Department, Coffee and Tea Industries, 
106 Water Street, New York 5, N. Y. 


APPLIANCES, ELECTRIC 


Adcrafters Co. 

Alabama Mfg. Co. 

Alba Art Studios 

Allover Mfg. Co. 

Appliance Corp. of America 

Avog Sales Co. Inc. 

Bacharach Inc. 

Beacon Sales Co., The 

Bell & Co., W. 

Bentley Co., E. G. 

Briddell, Inc., Chas. D. 

Buckeye Aluminum Co. Div. Mardigian 
Corp. 

Burpee Can Sealer Co. 

Century Product Works, Inc. 

Coles, & Co., Inc., Ross. 

Crosley & Bendix (Home Appliances 
Div.) 

Dixie Profit Sharing Co. 

Dormeyer Corp. 

Enterprise Mfg. Co. of Penn., The 

Fairway Foods Inc. 

Gerilyn Sales Co., Inc. 

Gilbert Mfg. Co., Inc. 

Glovinsky & Associates, Harry Pete 

Hausman Mfg. & Sales Co. 

Knapp-Monarch Co. 

Kord Mfg. Co., Inc. 

Lakeside Mfg. Inc. 

Lasko Metal Products, Inc. 


Lasko Metal Products, Inc. 


Automatic Pop-Up Toasters, Electric 
Fans, Frier-Baker-Cooker, Heaters. Stool 
Ladder. 


438 West Gay St., West Chester, Pa. 














Lehman Bros. Silverware Corp. 
Madison Industries, Inc. 

Martin Co., The 

Metal Parts Corp. 

Meyer & Sons, Inc., W. F. 
Mid-West Distributing Co. 
Monitor Equipment Corp. 
Newport & Associates, Bud 
Normar Products Inc. 

North American Philips Co., Inc. 
Oster Mfg. Co., John 

Patented Products Corp. 

Salton Mfg. Co., Inc. 

Sanit-All Products Corp. 

Shavex Co. 

Standard Hygrade Electric Co., Inc. 
Supreme Products, Inc. 
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Walker Co., The 

Watkins Co., The Wm. B. 
West Bend Aluminum Co. 
Worth Distributors Inc. 


APRONS 


Beacon Plastic & Metal Products, Inc. 
Beistle Co., The 

Blossom Mfg. Co., Inc. 

Elgin Co. 

Fremont Bags 

General Merchandise Supply Co. 
Glovinsky & Associates, Harry Pete 
Hanick’s Associates 

Hawkins, W. A. 

House of Paper, Inc. 

Hunt Products, Inc. 

Kessler & Co., Albert 

Larido Corp. 

Loeb, Inc., Ben S. 

Mathew Products Co., Mary 
Parvin Mfg. Co. 

Petra Mfg. Co. 

Plastic Products, Inc. 

Plastic Film Products Corp. 
Queen Mode “Plastic Corp. 
Regent Art Linen Co. 

Robert Mfg. Co. 

Stella & Associates, A.M. 
Stylecraft Mfg. Co. 

Victoria Printed Products, Inc. 
Wilcox Chenilles Inc. 

Wilmart Products Corp. 


ATLASES, WORLD GLOBES, MAPS 
Hammond & Co., C.S. 


Replogle Bros., Inc. 
Weber Costello Co. 





WEBER COSTELLO CO. 


A size and a style to fit your premium 
needs. Everybody loves a globe! 


12th and McKinley, Chicago Heights, Ill. 











BABY ITEMS 


Alladin Plastics Inc. 
Allied Mfg. Co. 

Alta Products Corp. 
American Foam Latex Co. 
Amston Silver Co. Inc. 
Aquada Products Inc. 


Athol Comb Co., The 

Bellaire Enamel Co., The 

Bennington Brush Co., Inc. 

Bonneytex Co., The 

Bergey, Joseph R. 

Brearley Co., The 

Cardinal Parfums, Inc. 

Century Plastic Co. 

Chatham Mfg. Co. 

China Novelties & Artware 

Cinderella Knitting Mills 

Color Craft Co. 

Columbia Card & Stationery Co. 

Columbian Enameling & Stamping Co., 
Inc. 

Concord Shear Co. 

Consolidated Toy Mfg. Co. 

Del Rey Plastics Corp. 

Diapin Co., The 

Dubbie-James Co. 

Everts Co., Harold 

Forrest Yarn Co. 

General Merchandise Supply Co. 

Gilton Mfg. Corp. 

Hamilton Mfg. Corp. 

Harrison Co., Inc. 

Hol-le Toy Co. 

Horton Advertising Specialty Co., L.J. 

Hunt Products, Inc. 

Industrial Studio Inc. 

International Plastic Co. 

Kendall Mills, Div. Kendall Co., The 

Kusan, Inc. 

Larido Corp. 

Le Goff Co. 

Liberty Industries 

Lockwood Co., Lawrence A. 

Minute Man Line Inc. 

Monarch Cutlery Mfg. Co., Inc. 

Monument Mfg. Co. 

Nathanson Associates, Inc., N. 


N. NATHANSON ASSOC. 


Direct Factory Representatives 
"Bib-A-Tune" The Musical Bib PLUS 
A full line of appealing stuffed toys. 
Musical & Non Musical Toys and Novel- 
ties. See our ads pages 21, 23, 31. 











165 West 46th St., New York 36, N. Y. 





Newport & Associates, Bud 
Northwestern Products Co. 
Novel-Craft Mfg. Co. 

Paramount Calendar & Novelty Co. 
Pindyck Inc., Charles 

Ply Line Co. 

Rand Products Co., Inc. 





Redmon Sons & Co., W.C. 
Rosen & Son Co., The M.B. 
Sekine Co., Inc., I. 

Somer & Son Co., The 

Star Mig. Co. 

Stewart Mfg. Co. Michael 
Sutton Co., Inc., Jack 
Thermometer Corp. of America 
Victoria Printed Products Inc. 
Wal-Feld Co., Inc., The 
Wallace & Sons Mfg. Co. R. 
Wallas & Co., Seymour 
Westland Plastics, Inc. 

Zell Products Corp. 


BALLOONS 


Advertising Specialty Associates 
Ajax Plastic Corp. 

Art Calendar 

Award Incentives 

Barr Rubber Products Co. 
Bayshore Industries, Inc. 
Benley Co., The 

Chicago Sales Engineering Co. 
Dipcraft Mfg. Co. 

Eclipse Import Co. 

General Merchandise Supply Co. 
Gimmicks Unlimited 

Hanick’s Associates 

Hawkins, W.A. 

Holiday Products Co., The 
Mohawk Products Co. 

Mohican Rubber Co., The 


National Calendar & Advertising 


Specialties 


Paramount Calendar & Novelty Co. 


Promotional Products Co. 

Rosen & Son Co., The M.B. 
Schneiderman & Co., S. 

Talking Devices Co. 

Toycraft Rubber Co., The 

Van Dam Rubber Co., Inc., The 
Weissler Co., The I. Irving 


BAR ACCESSORIES 


Aladdin Industries Inc. 
Avog Sales Co., Inc. 
Award Incentives Inc. 

B & W Specialty Co. 
Bacharach Inc. 
Bartender Products, Mr. 
Bassett Co., The W.E. 
Bayes Mfg. Co., Inc. 
Bennett & Co., J. 

3erg, Hedstrom & Co., Inc. 
Better Houseware Co. 
Blocaris Co. 

Bloomfield Industries, Inc. 
Brrr Products Co. 
Cavalier Glass Co. 
Century Plastic Co. 
Decra Enterprises 

Delsam Co., The 
Drukker International Co. 
Ebenezer Cut Glass Co., Inre.. 
Edlund Co., Inc. , 
Everts Co., Harold 
French Glass Co., Inc. 
Gay Fad Studios 

General Metalcraft Co. 
Gessler Mfg. Corp. 
Grogan Co., J. Leo. 
Handcraft Novelty Co 
Hazel-Atlas Glass Co. 
Heller & Sons, Morris 
House of Paper, Inc. 
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Indiana Glass Co. 

Kessler & Co., Albert 

Kidde Mfg. Co., Inc. 

Krag Stee! Products, Inc. 
Leipzig & Lippe, Inc. 

Lifetime Cutlery Corp. 
Lignum-Vitae Products Corp. 
Muller Associates, John F. 
Noymer Mfg. Co. 
Parker-Gaines. Div. Tex Machine Co. 
Parvin Mfg. Co. 

Perma Hues 

Ruckels .Potteries, Inc. 

St. Louis Pencil Co. 

Slip-Seal Co., The 

Soodhalter Plastic Products 
Stewart Mfg. Co., Michael 

Wolff Woodcraft Corp., Robert 
World Handforged Products 


BICYCLES, EQUIPMENT 


Delta Electric Co. 

Frank Paper Products Corp., Plastics 
Div. 

Inland Mfg. Corp. 

Kent Co., R.O. 

Korlis, Ltd. 

Washburn Co., The 


BLANKETS, QUILTS 


Ajax Quilting & Mfg. Co. 
Bobrich Products Corp. 
Chatham Mfg. Co. 

General Merchandise Supply Co. 
Georgianna 

Horner Woolen Mills Co. 

La Belle Mercantile Co. 





LaBelle Mercantile Company 


Blankets, Sheets, Pillow Cases, Towels, 
Wash Cloths and a Special Gift En- 
semble. Package available for immedi- 
ate delivery for special promotions. 


305 W. Adams St., Chicago, Ill. 











Miller & Seltzer 
Monument Mfg. Co. 
Oxford Drapery Co. 
Patented Products Corp. 
Pindyck, Inc., Charles 
Seymour Woolen Mills 
Sutton Co., Inc., Jack 





Jack Sutton Company, Inc. 


DECORETTE Bagged Chenille spreads. 
THE NEW MISS AMERICAN LINTLESS 
VISCOSE NYLON FRINGED HOBNAIL 
SPREAD. 


82 Franklin St., New York 13, N. Y. 











Texmar Products 
Ware Mfg. Co. 
Wilcox Chenilles Inc. 


BOOKS 


American Binder Co., Inc. 
Ferguson & Associates, J.G. 
Gold Co., The 

Gram Distributing Co., Inc. 
Groddy Sales Co. 
Hammond & Co., C.S. 
Loeb, Inc., Ben S. 

Miller & Co. 

Minute Man Line Inc. 
Multitex Corp. 


Pocket Books, Inc. 

Premium Sales 

Promotion Press, Inc. 
Promotional Pub, Co. 

Simon & Schuster Inc. 
Thomsen Bookbinders, H. 
Universal Book & Bible House 
Weissler Co., The I. Irving 
Year, Inc. 


BRUSHES 


Artmoore Co. 

Athol Comb Co., The 
Badgley Mfg. Co. 
Bennington Brush Co. 
Damar Products Inc. 
Doppelt, M.A. 

Drexel Enterprises Inc. 
Easy Day Mfg. Co. 
Flexible Sales Co. 
Gibson-Thomsen Co., Inc. 
Hausman Mfg. & Sales Co. 
Hertzberg & Son, Inc., H. 
Hicon Products 

Imos Specialties 

Jiffy Enterprises Inc. 


JIFFY PICTURE HANGERS 


No Hammer! No Nails! Holds 15 Ibs! 
PKG 3 for 10¢ = 6 ‘for 19¢ 


1011 Chestnut St. Philadelphia 7, Pa. 














Kellog Brush Mfg. Co. 
Leiner & Co., Geo. S. 
Modglin Co., Inc. 
Mondschein & Co., Saul 
Owens Brush Co. 
Parisian Novelty Co, 
Sekine Co., Inc., I. 

Smith Co., Inc., J.H. 
Standard Pyroxoloid Corp. 
Stella & Associates A. M. 


BULBS, SEEDS, PLANTS 


Asgrow Home Garden, Div. Assoc. 
Seed Growers, Inc. 


ASSOCIATED 
SEED GROWERS, INC. 


Low cost, top quality bulbs and seeds 

make excellent premiums. Complete, 

dependable, nation-wide service. 
Cambridge, New York 














Burpee Co., W. Atlee 

Fairway Foods Inc. 

General Merchandise Supply Co. 
Germain’s Inc. 

Harville Rose Service 

House of Gifts 

Nurserymen’s Exchange 
Orchids of Hawaii, Inc. 





ORCHIDS OF HAWAII, INC. 


Orchids, exotic plants for premium pro- 
motions priced from 9¢. Unique self- 
liquidating premiums. 


54 W. 56th St., N. Y. C. 19, N. Y. 











Roisman, Max 
Somer & Son Co., The 


COFFEE & TEA INDUSTRIES and The Flavor Field 





$50,000,000 of National Advertising 
backs these 4 Super-Salesmen 


Your customers will jump at the chance. of standing values are produced by one of Amer- 
owning these beautiful foam rubber premiums. ica’s leading manufacturers of foam rubber 
Packaged for maximum eye-appeal, these out- items for the coffee and tea trades. 


Specially low-priced for the coffee and tea industries: 
#1—Decorative Sofa Pillows (2 in bag) $1.50 pr. 


#2—Foamex Ironing Board Pad and Cover 
Sets with Waffle Knit Pad $1.20 ea. 


3¢3—Foam Rubber Bed Pillow (2 in bag) 
In beautiful floral ticking $1.85 pr. 


3¢4—Foamex Mattress Topper Pad 
Twin Size $2.75 ea. 
Full Size $3.85 ea. 


Send for price list of complete foam rubber line. 


AMERICAN FOAM LATEX COMPANY 


Manufacturers and Distributors of FOAM RUBBER PRODUCTS 


2840 Liberty Ave. Pittsburgh 22, Pa. 
#2 44 








JUNE. 1955 





CALENDARS 


Advertisers Publishing Co. 
Advertising Leather Specialty Co., Inc. 
Advertising Specialty Associates 
Anthony & Co. 

Art Calendar 

Artmor Plastics Corp. 

Avog Sales 

Carroll Co., J.B. 

Defiance Calendar Co. 

Flint Hills Specialty Co. 
Gimmicks Unlimited 
Hammond & Co., C.S. 
Hanick’s Associates 

Hirsch Press, Inc. 

Houze Glass Corp. 

Imos Specialties 

Jiffy Enterprises Inc. 





JIFFY PICTURE HANGERS 


No Hammer! No Nails! Holds 15 Ibs! 
PKG 3 for 10¢ _ ~—s& ‘for 19¢ 


1011 Chestnut St. 


Philadelphia 7, Pa. 











Kenneth, John Co. 

Lakeside Specialty Co. 

Larick Mfg. Co., The 

Los Feliz Products Inc. 

Manhattan Crockery Co., Inc. 

Mayer Mfg. Corp. 

Meinhardt & Co., Inc. H. 

Messenger Corp. 

Minute Man Line Inc. 

National Calendar & Advertising 
Specialties 

Parisian Novelty Co. 

Perma-Ad 

Ready Reference Pub. Co. 

Rosen & Son Co., The M.B. 

Saltz Advertising Specialties 

Shaw-Barton 

Sillocks-Miller Co. 

Thermometer Corp. of America 

Thornton Co. 

Topflight Corp. 

Trans-American Development Corp. 

Universal Craftsmen Co, 

Weissler Co., The I. Irving 

Winthrop-Atkins Co., Inc. 

Wright Advertising Speciality Co. 


CAN OPENERS 


Acme Metal Goods Mfg. Co. 
Amston Silver Co., Inc. 
Dazey Corp., The 

Dixie Profit Sharing Co. 
Edlund Co., Inc. 

Ekco Products Co. 
Everts Co., Harold 
Federal Tool Corp. 
Hamilton Import Co. 
Krag Steel Products, Inc. 
St. Louis Pencil Co. 
Scope Instrument Corp. 
Slip-Seal Co. 

Solari Mfg. Co. 
Swing-A-Way Mfg. Co. 
Washburn Co. The 


CHINAWARE 


Absecon China & Glass Decorators 
Acme Premium Supply Corp. 
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Bacharach Inc. 

Berkeley Mfg. Co. 
Blavka-China Decorators, J. & G. 
Burn, Mariann & Charles W. 
China Novelties & Artware 





CHINA ARTWARES COMPANY 


Tea Bag “Parkers*— Half Cups and 
many ee original ideas. Custom work 
our specialty. 


P.O. Box 30, East Palestine, Ohio 











Cranston Crokers Co. 

Decra Enterprises 

Drukker International Co. 
Flint Hills Specialty Co. 

French Glass Co., Inc. 

French Saxon China Co., The 
General Merchandise Supply Co. 
George Pottery Co., The W.S. 
Gessler Mfg. Corp. 

Glanson Co., Imports 

Grogan Co., J. Leo 

Justrite Ceramic Co. 

Kaul Importing Agency, Inc., Leo 
Kessler & Co., Albert 
Lombardo, S.J. 

Manhattan Crockery Co., Inc. 
Meinhardt & Co., Inc., H. 
Midhurst China Co., Inc. 
Nathanson Assoc., Inc., N. 





N. NATHANSON ASSOC. 


Direct Factory Representatives 
PERSONALIZED PREMIUMS. We are set up 
to personalizee on fine Ceramic China, these 
wanted items: Ashtrays, Trivets, Salad Serv- 
ers, Ceramic Tiles, Serving Pieces, etc. See 
our ads pages 21, 23, 31. 


165 West 46th St., New York 36, N. Y. 











National Silver Co. 

Paden City Pottery Co. 

Ross Products Inc. 

Sabin China Co. 

Salem China Co., The 

Saltzman Co., Inc., J.M. 
Shaw-Barton 

Shepherd’s Imported Giftwares 
Sierra-Columbia 

Sphinx Import Co., Inc. 
Taylor, Smith & Taylor Co. 
Thompson Corp., The George 
Trans-American Development Corp. 
Washburn Co., The 


CHRISTMAS CARDS 


Artmor Plastics Corp. 

Deutsch, Inc.. J.M. 

Donald Art Co., Inc. 

Fairway Foods Inc. 

Fantus Paper Products 

Hanick’s Associates 

Houze Glass Corp. 

Messenger Corp. 

Minute Man Line Inc. 

National Detroit Publishers, Inc. 
Paramount Calendar & Novelty Co. 
Stewart Mfg. Co., Michael 
Stratford Pen Corp. 

Talking Tape Co., The 
Tele-Flix Co. 

Weissler Co., The I. Irving 
Year, Inc. 


CIGARETTE LIGHTERS 
Alba Art Studios 


American Safety Razor Corp. 
Beacon Sales Co., The 
Bowers Lighter Co. 

Brownie Mfg. Co. 

Chicago Sales Engineering Co. 
Decra Enterprises Inc. 

Eagle Electric Mfg. Co., Inc. 
Farber Enterprises Inc., Alfred 
Glass Co., Robert M. 

Gold Co., The 

Guilford Arts 

Handal & Bro., Inc., Victor B. 
Hanick’s Associates 

Hirsch Press, Inc. 

Hornsby & McKiniey 

Horton Advertising Specialty Co., L.J. 
Imos Specialties 

Imperial Merchandise Co. 
Larido Corp. 

Latama Cutlery 

Lektrolite Corp. 

Marhill Co., Inc., The 
Mid-West Distributing Co. 
Mohawk Products Co. 

New York Pencil Co. 
Oxwall Tool Co., Ltd. 
Paramount Calendar & Novelty Co. 
Pinto Products 

Richford Corp. 

Ronson Corp. 

Sherwood Lighter Co., Inc. 
Statler Mfg. Co. 

Stratford Pen Corp. 

United Craft 

Wilnor Products 

Zell Products Corp. 

Zenith Plastics Co. 


CLEANING AIDS 


American Copper Sponge Co. 
Anthony & Co. 

Aquada Products Inc. 
Artmoore Co. 

Asher Broom Co. 





ASHER BROOM CO. 
Ostrich Feather Dusters 
Buy direct from manufacturer—they're 
sterilized and washable. 
Write for catalogue. 
1110 So. 2nd St., Phila. 47, Pa. 











Aztec Products Co. 

Burgess Cellulose Co. 

Chicago Sales Engineering Co. 
Chrometal Corp. 

Cossman & Co., E. Joseph 
Du-All Mfg. Co., The 

Easy Day Mfg. Co. 

Farbach Chemical Corp. 

Flexible Sales Co. 

Forrest Yarn Co. 

General Liquids Corp. 

Golden Star Polish Mfg. Co., Inc. 
Hano Paper Co., Inc. 

Hertzberg & Son Inc. 

Hofman Industries, Inc. 
Household Research Corp. of America 





NYLON BRITE 


Washes, whitens all nylon slips, bras, 
sweaters, etc. 


Household Research Corp.of Amer. 
12 Arrow St., Cambridge 39, Mass. 











COFFEE & TEA INDUSTRIES and The Flavor Field 





For complete informa- 
tion on these House- 
wares Premiums, 
write Premium Divi- 
sion, Buckeye Alum- 
inum Co., Wooster, 
Ohio, 


JUNE, 1955 


# 
<a Famous Name In The Housewares Industry 


x 


shines brighter than ever! x 
x 


Proven Profit - side he Premiums .. . at POPULAR PRICES | 


If you’re interested in costs ... and who isn’t... it will pay you 
to think of BUCKEYE when you think of housewares premiums! 
Buckeye housewares are designed to catch the housewife’s eye and 
appeal to her imagination . . . to do a job better (and they look 
it) ... to give you the results you want at a price you can afford 
and to give your customer a premium value that will win her good 
will. No premium can do more — Buckeye housewares do nothing less! 


DURALUX ELECTRIC PERCOLATOR 
... fully automatic; brews delicious 
coffee, keeps it hot till served, 
Available in mirror-polished alum- 
inum and chrome plated models. 
Perfect performance—finest construc- 
tion—UL approved. 


pan, cannot smoke or burn. 12-inch 
broiler will hold 2 porterhouse 
steaks, 4 or 5 chops. 6 patties. Many 


other es, Polished hea BUCKEYE GRIDDLE. 
pe i a + on TOASTER has easy- 


grasp bakelite handle 
that stays cool. House- 
wives like it for ham- 
burgers, sandwiches, 
all grilled foods. Extra 
heavy aluminum—11- 
inch and 7'2-inch sizes. 


BUCKEYE BROILERETTE for smoke- . 
less broiling—juices drain into lower » 3 


FINGER BAND @® STAINLESS STEEL MIX- k¢ 
ING BOWL SETS with our exclusive fixed 

ring that makes them easy to handle as 

a teacup. Extra heavy weight—3 popular 
sizes, Useful for refrigerator storage, 
salad and serving bowls, too. 


BUCKEYE PICNIC-PACK cooks, carries, warms and 
serves a full meal for 6 to ple! Five 

aluminum compartments nest and lock together 
with the carrying bail. Removable handle for 
cooking at picnic site. Useful in the kitchen, too. 





BUCKEYE’S JACK-POT ... 
a 10-in-1 combination 
utensil that does every- 
thing from warming baby’s 
bottle to popping corn! 
Patented safety-drain fea- 
ture. Extra heavy alum- 
inum—3 times as thick as 
ordinary cookware. 


x 


BUCKEYE ALUMINUM 





STANDARD 
Low-priced 3-piecé kit with 
exclusive features, priced to 
fit short term sales. 


OFFERS 
THREE 
HOT 
HOME 
HAIR 
CUTTING 
KITS 


Nine-piece Set includes 
crew cut comb. Clipper head 
of case-hardened, rust-proof 
Swedish Steel. A real value! 


Universal AC-DC Clipper. 
Finest ne: Nine-piece kit. 
An outfit they'll “go out on a 
limb” to own. 


Money Saving Benefits 
Create Popular Demand 


EXCLUSIVE 
“CAN'T-GO-WRONG” 
INSTRUCTIONS 

MAKE MOTHERS 


DEMAND ONLY SUPREME 


This exclusive 3-step haircutting method 
is the greatest selling device for home hair 
clippers. Shows mothers how they can’t 
spoil a child’s appearance—assures satis- 
factory results very first time. Adds up the 
dollars that can be saved. A real clincher! 


TWO SMART 
DESIGNS 


in sharpeners 
One with two 
grinding 
wheels puts 
factory-sharp 
edges on 
knives and 
onl eo a | 
wanted item 
that's a natural 
for Premiums 


SUPREME 


Write SUPREME PRODUCTS, INC. 


2222 S. Calumet Ave. « Chicago 16, Illinois 





Kendall Mills, Div. Kendall Co., The 
Kreusinger Co., C. 

Leiner & Co., Geo. S. 

Master Craft Products 

Meyer & Sons, Inc, W. F. 
Modglin Co., Inc. 

Mystic Foam Corp. 

New England Mop Co. 
O-Cedar Corp 

Pro Fish Products Inc. 
Rub’n’Rinse 

Safeway Specialty Corp. 
Schroeder & Tremayne, Inc. 
Windsor Chemical Laboratories 


CLOCKS, WATCHES 


Beacon Sales Co., The 

Bell & Co., The 

Benrus Watch Co. 

Berkeley Mfg. Co. 

Bradley Time Corp. 

Compass Instrument & 
Inc. 

Fairway Foods Inc. 

Florn Clock Co. 

Gerilyn Sales Co., Inc. 

Glass Co., Robert M. 

Glovinsky & Associates, Harry Pete 

Gold Co., The 

Haddon Products, Inc. 

Hamden Watch Co. 

Hanover Watch Co. 

Harman Watch Co. 

Harris Co.. Inc., L. 

Harrison Co., Inc., The 

House of Bronze 

Imperial Merchandise Co. 

Ingraham Co., The E.I. 

Jackson Watch Co. 

Kingston Watch Co. 

Lux Clock Mfg. Co.. Inc. 

Mohawk Products Co. 

Noymer Mfg. Co., 

Ollendorff Watch Co., Inc. 


Optical 


Paramount Calendar & Novelty Co. 


Pennwood Numechron Co. 
Post Watch Co., Inc. 
Richter & Phillips Co., The 
Rodenia Watch Co., Inc. 
Saro Watch Importers 
Sessions Clock Co., The 
Seth Thomas Clocks 
Sierra-Columbia 

Temple Co., Inc. 

Uniaue Industries 
Winthrop Watch Corp. 
Worth Distributors, Inc. 


CLOSET ACCESSORIES 


Aiax & Sons. Inc., E.J. 
Alka Novelty Co.. Inc. 
Almont Mfg. Co.. Inc. 
Aquada Prodrets. Inc. 
Autoyre Co.. The 

Reacon Enterprises, Inc. 
Rlossom Mfg. Co., Inc. 
Bogene, Inc. 

Campro Co.. The 

Canvas Specialty Co. 
Cherette Inc. 

Columbus Plastie Products, Inc. 
Fairwav Foods Ine. 
Frohock-Stewart Co. 

G & S Metal Preducts Co. 
Hunt Products Inc. 


| Laminet Cover Co. 


COFFEE & TEA 


Co., 


Larido Corp. 

Loeb Inc., Ben S. 

Mastercraft Products 
Modernedge Mfg. Co. 
Montrose Hanger Co. 

Nagler Co., Henry 

Nevco Wood Products Co., Inc. 
Oppenheim Products Co. 

Regal Plastic Co. 

Reliable Metal Novelty Co., Inc. 
Ross Products Inc. 

Sanjo Utility Mfg. Co., Inc. 
Somer & Son Co., The 
Superior Plastics, Inc. 

Surco Products, Inc. 

Triangle Sales Corp. 

Wallas & Co., Seymour 
Wilmart Products Corp. 


COASTERS 


Advertisers Publishing Co. 
American Foam Latex Co. 
Aquada Products Inc. 

All Power Mfg. Co. 
Aquada Products Inc. 
Artmor Plastic Corp. 
Bartlett-Collins Co. 

Better Houseware Co. 
Blocaris Co, 

Color Craft Co. 

Columbia Card & Stationery Co. 
Columbus Plastic Products, Inc. 
Decra Enterprises 

Everts Co., Harold 
Hazel-Atlas Glass Co. 
Hicon Products, Inc. 
Hi-Jac Co., The 

House of Paper, Inc. 
Houze Glass Corp. 

Light Metals Corp. 

Muller Associates, John F. 
Nu-Dell Plastics, Corp. 
Osborne Coinage Co. 
Saben Glass Co. 

Saltzman Co., Inc., M.J. 
Sierra-Columbia 

Stella Associates, A.M. 
Superior Plastics, Inc. 
Trayco, Inc. 


COFFEE DISPENSERS 


Aladdin Industries Inc. 

All Plastics Corp. 

Cromwell Silver Co. 
Drukker International Co. 
Gessler Mfg. Corp. 
Glanson Co., Imports 
Handcraft Novelty Co. 
Hausman Mfg. & Sales Co. 
Larido Corp. 

Mel-Gauge Co. 

Normar Products Co. 
Robinson-Ransbottom Pottery Co., The 
Saben Glass Co. 

Taylor, Smith & Taylor Co. 
Thornton Co. 


COFFEE MAKERS 


Aluminum Cooking Utensil Co., Inc., 
The 

Beacon Sales Co. 

Buckeye Aluminum Co. Div. Mardigian 
Corp. 

Columbian Enameling & Stamping Co., 
Inc. 

Cranston Crokers Co. 


INDUSTRIES and The 


Flavor Fiela 








Dormeyer Corp, 

Drukker International Co. 
Ekco Products Co. - 

Fairway Foods Inc. Hits the 
Glanson Co. Imports o se 
Handcraft Novelty Co. ht t 
Helmco., Inc., Filtron Div. FMENEF rig no e in 
Hill-Shaw Co. 


a 
Jet-O-Mat MUSICAL TOYS your premium 


Knapp-Monarch Co. 
Lehman Brothers Silverware Corp. ti 
Newport & Associates, Bud promo ions 
Normar Products, Inc. 

Norris Thermador Corp. 
Regal Ware, Inc. 

Temple Co., Inc. 

Tycer Pottery Co., W.I. 
van Veen Co., Alexander 
Vollrath Co., The 

West Bend Aluminum Co. 


ro ec: 
COFFEE MEASURES | | es Silver 
Blssraft of Halwood a= Saxaphone 


Larido Corp. 


Mohawk Products Co. i] 
Superior Plastics, Inc. » Gold and Silver finish 


Wright Advertising Specialty Co. if ‘ 
an ae, ; 14 Brass reeds ¢ Music 
COOKING ACCESSORIES : Book e Easy to play 


Airguide Instrument Co. ; No lessons ¢ In distin- 
Aluminum Cooking Utensil Co., Inc., . us P 
The guished carrying case 


American Gas Machine Co., Div. Queen 


Stove Works, Inc. ee P 

Artbeck Corp. :. pe. I fe Fe $600 

B & W Specialty Co. Pe “ By RETAIL 

Bellaire Enamel Co., The - 

Berg, Hedstrom & Co. Inc. 

Buckeye Aluminum Co., Div. Mardi- 
gian Co. 

Burpee Can Sealer Co. 

Chicago Metallic Mfg. Co. 

Damar Products, Inc. 

Evans International Inc. 

Everts Co., Harold 

Frohock-Stewart Co. 

Funke & Hoffman 

G & S Metal Products Co. 

Gourmet Aluminum Co., Ltd. 


GOURMET ALUMINUMCO.,LTD 


ALADDIN MAGIC COOKER 


The top-of-the-stove cooker that the 
Gourmets use. Thrilling tastewise. 


19 West 44th St., New York 36, N. Y. 




















Hazel-Atlas Glass Co. er ee a 
Heuck, M.E. : Po Bd ie 
Horton Advertising Specialty Co., L.J. 


Irvin Ware Co, Golden Trumpet with mellow tone MUTE 
Lakeside “Mig. Co. Gold finish e¢ Four brass reeds ¢ 16 page 
4. RETAIL 





Liberty Industries, Inc. music book e Easy to play e No lessons 
Lynch-Jamentz Co. s . 
Mathew Products Ga.. Masy Mellow tone mute ¢ Music stand ¢ In dis- 
Parker-Gaines, Div. Tex Machine Co. tinguished luggage carrying case 

Parvin Mfg. Co. | 





Perma Hues Write for our catalog and price list 


athe Boteaics. ‘Tac EMENEE INDUSTRIES, INC. 


Straits Steel & Wire Co. 200 Fifth Avenue New York 10, N. Y. 


Thermometer Corp. of America 
Vollrath Co., The — 
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Watkins Co., The Wm. B. 
West Bend Aluminum Co. 


COSMETICS 

° Bird, Rowland G. 
Cardinal Parfums, Inc. 
Drukker International Co. 
Household Research Corp. of America 
Lipette Co. 

BY e Nips, Inc. 

Old Empire, Inc. 


Palm Beach Cosmetic Co, Inc. 
Powr-Pak, Ine. 
White Inc., Lyn 
Windsor Chemical Laboratories 


COSMETIC ACCESSORIES 


: Brecher Bros., Inc. 

si 3 Cardinal Parfums, Inc. 
strikingly beautiful -_ _— Charette Inc. 
J Chavel Products Co., Inc. 


cooks superbly — : = . Fremont Bags 


c r-colored covers - Globe Luggage Co. 
Ro — Joell Mfg. Co. 


that can't tarnish C F : 
extra heavy omplete range of items, Marhill Co., Inc., The 
available as individual Di iieteialh Dendacte 


special alloy pieces or packaged sets. Mechanical Mirror Works, Inc. 
Owens Brush Co. 


> P P ° Plastic Innovations Inc. 
Finest, most popular cooking utensil premium on the market Richtoad Corp. 


today For complete details, write to: Shelley Distributors, Inc. 
Siris Products Corp., A.J. 


THE Atuminum Cookine UTENSIL ComPANY, INC. Sel Pistia: Gorn: 


Premium Dept., Wear-Ever Bldg. New Kensington, Pa. Zenith Plastics Co. 
CUTLERY 


Lynch-Jamentz Co. 











NEWEST, MOST EXCITING 74) poyel201t fl QUMANGEE | Amston Silver Co., Inc. 


Bayes Mfg. Co., Inc. 
Bentley Co., E.G. 


\\ wry) . 7 7 ee I/ Berg, Hedstrom & Co., Inc. 
/ / \ / ») ( | S Boker & Co., Inc. H. 
| 7 7a e Briddell Inc., Chas. D. 


Burns Mfg. Co. 


ay Cattaraugus Cutlery Co. 
=| Clauss Cutlery Co. 
44 Concord Shear Co. 
ch i) Cutlery Corp. of America 
The Personal Tou Damar Products, Inc. 
: ; Delsam Co., The 
With a Flick of the Finger Ekco Products Co. 
~ Evans International Inc. 
Everts Co., Harold 
Funke & Hoffman 
: Gessler Mfg. Corp. 
Dramatically different, fashion Glass Co., Robert M. 
right, useful Sat coe to beauty Glovinsky & Associates, Harry Pete 
every’ woman will appreciate. Green, Joseph H. 
‘INITIALLY YOURS’ Griffin Cutlery Corp. 
‘ mesale... Hamilton Import Corp. 
Te nileatin dial | Imperial Knife Associated Co., Inc. 
ingeniously built into the smartly Imperial Merchandise Co. 
styled top. Simply turn the dial and | Krag Steel Products, Inc. 
instantly set any two initials from A | Lakeside Specialty Co. 
to Z in professional jeweler fashion. | [amson & Goodnow Mfg. Co. 
No fuss, no bother—a simple flick Larick Mfg. Co 
of the finger and it’s. personalized Phat 
‘ OURS" Dial Your Own M sas Coane with a two letter monogram. No — ~— eat 
ware, = iy Oe ome ca heuiioas ‘ouieasek do chance of error, as the initials are mpeg ra Th 7 _ 


signs and jewelled ornaments. Richly gold finished. Gift instantly interchangeable. 
packaged. A quality personalized gift attractively priced for Lockwood Co., Lawrence A. 


wide distribution. Loeb, Inc., Ben S. 
ALL Zell Compacts, Cigarette Cases, Fashion Accessories are priced {-- Riri ae Majestic Silver Co.. The 


ht f ifts and premiums...for use in Party Plans, Hostess 5 
Plane. Club Plans nl as liquidators. Write us your requirements. Marhill Co., Inc., The 


: ., New York 16,N. Y. | Meinhardt & Co., Inc., H. 
ZELL PRODUCTS CORP. 21277°°"tin2e! 280 Main'St, Norwalk, Conn. | Mid-West Distributing Co. 
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Monarch Cutlery Mfg. Co., Inc. 
Murphy, Howard 

Murphy Co., R. 

Nathanson Associates, Inc., N. 
National Silver Co. 

Oxwall Tool Co., Ltd. 
Parker-Gaines, Div. Tex Machine Co. 
Quikut 

Regal Specialty Mfg. Co. 

Regent Cutlery Co. 

Salm Inc., Arthur 

Schneiderman & Co., S. 

Schrade Knife Co., Inc., George 
Scope Instrument Corp. 
Shoppers Service, Inc. 

Temple Co., Inc. 

Texmar Products 

United Silver & Cutlery Co. 
Utica Cutlery Co, 

Van Schaack Premium Corp. 





Van Schaak Premium Corp. 


Over 150 Sel-Liquidating Premiums. No 
Commitments Necessary. We Handle 
Everything. 21 Years Of Experience. 


310 W. Washington Blivd., Chicago 6, Ill. 











Voos Co., The 
Wallace & Sons, Mfg. Co., R. 
Wiss & Sons, Co., J. 


DOLLS 


A & H Doll Mfg. Corp. 
Acme Premium Supply Corp. 
Benley Co., The 

Bersted’s Hobby Craft Inc. 


Brockman, P.C. 

Dolls of All Lands 
Hol-le Toy Co. 

House of Dolls 

Ideal Toy Corp. 
Kusan, Inc. 

Le Goff Co. 

Modglin Co., Inc. 
Mondschein & Co., Saul 
P & M Doll Co., Ince. 
Plastic Molded Arts Corp. 
Roberta Doll Co,, Inc. 
Schneiderman & Co., S. 
Talking Tape Co., The 
Temple Co., Inc. 
Wal-Feld Co., Inc., The 
White, Inc., Lyn 


EYEGLASS TISSUES 


Dow Corning Corp. 
Lipette Co. 
Saltz Advertising Specialties 


FLASHLIGHTS 


Armitage Co. 

Award Incentives Inc. 
Brownie Mfg Co. 

Dart Craftsman Corp. 
Delta Electric Co. 

Falge Engineering Corp. 
Fulton Mfg. Corp. 
Hornik, Frederick 
Mohawk Products Co. 
Mondschein & Co., Saul 
New York Pencil Co. 
Pacemaker Products 
Paramount Calendar & Novelty Co. 


Saltz Advertising Specialties 
Scope Instrument Corp. 

United States Electric Mfg. Corp. 
Van Schaack Premium Corp. 


FURNITURE, FOLDING 


Bridge Tables & Novelties, Inc. 
Consolidated Toy Mfg. Co. 
Frank & Son Inc. 

Fritz & Co., A. 

Hamilton Mfg. Corp. 

Hamden Specialty Products, Inc. 
Houze Glass Corp. 

Howe Folding Furniture, Inc. 





Howe Folding Furniture, Inc. 


Mfrs. of Folding Tables, Racks of Tables 
and Nests. Make Ideal Business Gifts 


for home use. 


One Park Avenue, New York 16, N. Y. 








Hunter Metal Industries 

Kraus Co., The Walter S. 
Marshallan Mfg. Co., The 
Meinhardt & Co., Inc., H. 
Nevco Wood Products Co., Inc. 
Orman Co., Inc., The Leonard 
Redmon Sons & Co., W.C. 
Salmanson & Co., Inc. 

Webb Mfg. Co. 

Wolfe, Harry M. 

Wolff Woodcraft Corp., Robert 


GAMES 


Alabe Crafts Inc. 
Alox Mfg. Co. 





ACTION GETTING PREMIUMS ;;;"233.0 





MIXER PITCHER 


#157 


THE HARD WAY p 


THE EASY WAY 


N 





DETACHABLE HANDLE 
REFRIGERATOR SPACE SAVER 


Ice Box Cookie Molds. 


iy 








DO ALL KITCHEN 
SET (SPATULAS) 


FLEXIBLE & UNBREAKABLE } 








Put real “SELL” in your future sales, with these high-quality, moderately priced premium items. 


For full details write: 


FLAMBEAU PLASTICS CORPORATION 


50) JEFFERSON 


BARABOO, WIS 








PREMIUM ATTRACTION 


for increased sales action! 


5 PIECE 


Cutlery Set 


In Cutting Board Knife Rack 


Four heavy gauge hol- 

low ground vanadium 

steel! knives and one 

kitchen fork. Lifetime hard 

rubber handles, ;quaranteed 

not to come loose. Blades are 
protected on 8!/2" by 11" Cut- 
ting Board . . . cutting board made 

of laminated strips of hard maple 
and cherry. Suction cups hold cutting 
board firmly in place. Protects table 
tops and cabinets. 


Set No. 30 

Sample $4.50 
Quantity prices 
on request 


Knives may be pur- 
chased individually 


A sure-fire premium that every woman wants! A premium 
that brings them in . . . stimulates new sales . . . and opens 
new accounts for you! Act now and send for complete 
details of the famous Cattaraugus Cutlery line. 


CATTARAUGUS CUTLERY CO. 


LITTLE VALLEY, NEW YORK 


Beacon Plastic & Metal Products Inc. 


Beistle Co., The 

Benley Co., The 

Bradley Co., Milton 

Carrom Industries, Inc. 
Consolidated Toy Mfg. Co. 
Devalero Manufacturers 

Eclipse Import Co. 

Ferguson & Associates, J.G. 
Gold Co., The 

Harrison Co., Inc., The 

House of Paper, Inc. 

Kem Plastic Playing Cards, Inc. 
Nadel & Sons 

New York Patent Corp. 
Northwestern Products Co. 
Novel-Craft Mfg. Co. 

Prevue Radsell Co. 

Universal Tube & Container Co. 


GLASSWARE 


American Casserole & Specialty 
Inc. 

Anchor Hocking Glass Corp. 

Bartlett-Collins Co. 





BARTLETT-COLLINS CO. 


Glassware Manufacturers 


bulk. 
Sapulpa, Oklahoma 

















Proven Premiums 
For 


| Strong Promotions! 


704 The Royal-Line 


Large Bowls, small Bowls, Forks 


and Spoons, Salt and Pepper 


Shakers in Black and Silver com- 
binations in various attractive 
packaged sets. 


133-S Sugar and Creamer Set 


With Tray, Beautiful gleam- b 
ing silver-finish. Will not 
tarnish. From the famous 
Stonewright pattern. Also in 
Salt and Pepper Sets. 


UNITED PLASTIC 
CORPORATION 
Fitchburg, Mass. 





COFFEE & TEA 





Beach Importers, Inc. 
Bird, Rowland G. 
Century Plastic Co. 

Decra Enterprises 

Delsam Co., The 

Drukker International Co. 
Ebenezer Cut Glass Co., Inc. 
Federal Glass Co., The 
French Glass Co., Inc. 
Gay Fad Studios 

Gessler Mfg. Corp. 

Glass Carvers Guild 
Grogan Co., J. Leo 

Gross, Wm. M. 
Handcraft Novelty Co. 
Hazel-Atlas Glass Co. 
Houze Glass Corp. 
Indiana Glass Co. 

Kessler & Co., Albert 
Muller Associates, John F. 


Libbey Glass Div. Owens-Illinois Glass 


Co. 
Saben Glass Co. 
Saltz Advertising Specialties 
Sphinx Import Co., Inc. 
Tipp Novelty Co. 
Wolff Woodcraft Corp., Robert 


HANDBAG ACCESSORIES 


Accurate Leather & Novelty Co. 
Admiration Handbag Co. 

Aetna Leather Novelty Co., The 
Aquada Products Inc. 

Bonita Handbag Mfg. Co. 
Boonton Handbag Co., Inc. 
Brownie Mfg. Co. 

Carter Leather Goods Co., Inc. 
Charette Inc. 

Chavel Products Co., Inc. 

Elgin Co, 

Greatrex & Son Ltd., C. 
International Leather Goods Co. 
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Consumer recognized value in decorated 
Tumblers and Jugs packed as sets or 





Interstate Handbag Co. Inc. 
Joell Mfg. Co. 
Mastercraft Products 
Miller & Co. 

Morris, Lee J. 
Oppenheim Products Co. 
Richford Corp. 
Royalcraft Products 
Sarne Co., Inc. 

Singer Leathercrafts 
Skalny Basket Co., L. 
Wonder Plastic Co. 

Zell Products Corp. 


HANDKERCHIEFS 


Bergey, Joseph R. 

Brown Co., H.W. 

Davis & Catterall 

Handal & Bro., Inc., Victor B. 
Hudson Handkerchief Mfg. Corp. 
Lehigh Handkerchief Co., Inc. 


HOME FURNISHINGS 


Alladin Industries Inc. 
Alba Art Studios 
American Foam Latex Co. 
American Textile Co. 
Anita Textiles 

Beach Importers, Inc. 
Beacon Enterprises, Inc. 
Bogene, Inc. 

Brockman, P.C. 
Buxbaum Co. 

Campro Co., The 
Chatham Mfg. Co. 
Decra Enterprises 

Del Rey Plastics Corp. 
Evans International Inc. 
Freedman, Irving 
Frohock-Stewart Co. 

G & S Metal Products Co. 
General Metalcraft Co. 
Gilton Mfg. Corp. 
Gordon, Harry L. 
Hamilton Mfg. Corp. 
Hunter Metal Industries 
Industrial Studio, Inc. 
Jiffy Enterprises Inc. 





SENSATIONALLY LOW PRICED! 


AT LAST A HOSIERY PREMIUM 
WITHOUT A SIZE PROBLEM 


“ARTHUR MURRAY 
W-O-N-S-I-Z-E" NYLONS 


@ COMPLETE STRETCHABILITY — Stretch stockings that 
mould and hug every contour of the leg. 

@ NO TWIST, NO WRINKLE, NO SAG — Miracle Kemilon 
yarn, stretch stockings guarantee straight seams, superb 


comfort. 


@ PERFECT CUSTOM 


FIT — 3 PROPORTIONS — Petite, 


Regular, Tall. 


N. NATHANSON ASSOC. 
165 West 46th St., New York 36, N. Y. 


sample pair of the Hosiery 


[] Please mail 
Enclosed find money. 


@ $1.00 per pair. 


[] Please send me wholesale price list on large 
quantities. | can use dozen pair a month. 











JIFFY PICTURE HANGERS 


No Hammer! No Nails! Holds 15 ths! 
PKG 3 for 10¢ = for 19¢ 


1011 Chestnut St. Philadelphia 7, Pa. 











Kiltie Mfg. Co. 

Kraus Co., The Walter S. 
Lakeside Mfg. Co. 

Macon Umbrella Corp. 
Marchallan Mfg. Co., The 
Meyer of California, Fred 
Morris, Lee J. 

Oxford Drapery Co. 

Pearl-Wick Corp. 

Protection Products Co. 
Reliance Picture Frame Co., Inc. 
Rochester Can Co. 

Salmanson & Co., Inc. 

Saltzman Co., Inc., J.M. 

Sewing Machine Sales Corp. 
Shoppers Service, Inc. 

Skalny Basket Co., L. 

Specialty Steel & Wire Products Corp. 
Sphinx Import Co., Inc. 
Superior Plastics Inc. 


JUNE, 1955 


ARE YOU LOOKING... 
for low-priced quality premiums? 


Nine-piece cutlery sets contain a 
3-piece carving set and 6-piece 
steak set, Sheffield ivory burn 


Retractable Ball Pens, 
Long filler . . . $18 per gross 


Metal money clips from 23¢ up. 


Will make any type of die. 


handles in a unique treasure 
chest. ® 
Plastic items from 6¢ up. 





JOSEPH H. GREEN 


29 East Madison St. 


Room 1105 Chicago 2, Ill. 








Mitt 








The finest double burner six heat 


stove on the 


market — at prices 


that will startle you. 


$4 ea., packed 6 to a carton. 
Minimum shipment, 2 cartons. 


Normar Products, Inc. 
63 Tiffany Place 
Brooklyn 2, N. Y. 





LLL 











SHEER STRETCH 
STOCKINGS 


A “natural” as a prestige premium. Now available 
for the first time as a premium and 


at less than $1.00 per pair at cost 


These are the same first quality sheers as featured in press, on 
radio and television. Sales across retail hosiery counters prove 
these revolutionary new stretch sheers to be the most wanted 
fashion item in America today! 


THREE SIZES fit all (Small, Average, Tall.) 
Individually cellophane packaged. 


MEN'S S-T-R-E-T-C-H SOCKS 
Famous HELENCA® First 

Quality Socks in choice of gf 

patterns and colors. 

ONE SIZE FITS ALL FEET 

= (SOCK SIZE 92 


at less than 
Write, wire or phone today to see how 50¢ 
the magic of s-f-r-e-f-c-h premiums can - 
mean plus business for you. per pair cost. In- 
dividually packaged. 


Premium Department, CHADBOURN SALES CORP., Empire State Bldg, New York 














PEPPER MILLS 


Features Galore 
¢ Jewelers Chrome top 
¢ Adjustment for different grinds 
on top 
Easy to fill from bottom 
Hand decorated or plain 
Lifetime Guarantee 


| Priced Right 
ZieGe WHITE STUDIOS 


2421 McKinney Dallas, Tex. 




















AVEECO 1-CUP 
DRIP COFFEE MAKER 


a premium of the year. 


Splendid imported item. 
Everybedy will want one. 
Makes delightful coffee in 
a jiffy. 

Quick deliveries of large 


quantities. 


ALEXANDER VAN VEEN COMPANY 


161-14 Grand Central Parkway, Jamaica 32, N. Y. 
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Texmar Products 

Tipp Novelty Co. 

van Veen Co., Alexander 
Variety Sales 

Vinyl Linens, Inc. 
Wallace & Sons, Mfg., Co., R. 
Walters Mfg. Co. 
Whiting Mfg. Co., Inc. 
Wil-Stan Products Co. 
Wolfe, Harry M. 
Zimbalist Inc., Wm. H. 


HOME HARDWARE 


Aluminum Casting & Appliance Co. 


Ltd. 
American Mercantile Co. Inc. 
Bluffton Slaw Cutter Co. 
Campro Co., The 
Carter Industries, Inc. 
Chrometal Corp. 
Eagle Electric Mfg. Co., Inc. 
Falco Products Co. 
Frohock-Stewart Co. 
Funke & Hoffman 
Gerilyn Sales Co., Inc. 
Gordon, Harry L. 
Hano Paper Co., Inc. 
Hazelton Engineering Co. 
Heuck, M.E. 
Jiffy Enterprises Inc. 





JIFFY PICTURE HANGERS 


PKG 3 for 10¢ 6 for 19¢ 





No Hammer! No Nails! Holds 15 Ibs! 


1011 Chestnut St. Philadelphia 7, Pa. 








Louell Products Co. 

Melnor Metal Products Co., Inc. 
Modern Specialties Co. 

Mouli Mfg. Corp. 

National Silver Co. 

New London Industries, Inc. 
Peerless Mfg. Corp. 

Phelon Magnagrip Co., Inc. 
Rich, Inc., Howard B. 
Riverside Foundry Co., Inc. 
Snap-On Drawer Co. 

Alden Speare’s Sons Co., The 
Steelcraft Tool Mfg. Corp. 
Washburn Co., The 

Young Co., J.H. 


Zimbalist Inc., 
HOSIERY 


Chadbourn Sales Corp. 
Nathanson Assoc., N. 


IRONS 


Century Prbduct Works, Inc. 
Dormeyer Corp. 
Gerilyn Sales Co., Inc. 


JEWELRY 


Accro Watch Co., Inc. 

Acme Premium Supply Corp. 
Bell & Co., W. 

Bird, Rowland G. 

Casselini Inc. 

Coro, Inc. 

Craftmaid Mfg. Co., Inc. 
Delmar Tie Co., Inc. 





Dubbie-James Co. 








DUBBIE-JAMES CO. 


Diamond Rings—Pins for promotions— 
Prizes—Incentives. 


5 S. Wabash Ave., Chicago, Ill. 











Dunn Brothers 

Empire Mfg. Co. 

Florn Clock Co. 

Gerilyn Sales Co., Inc. 
Glass Co., Robert M. 
Glovinsky & Associates, Harry Pete 
Green, Joseph H. 

Grogan Co., J. Leo. 
Hickok Mfg. Co., Inc. 
Imperial Merchandise Co. 
Jesson Co., H.L. 
Markman, S. 

Marhill Co., Inc., The 
Meinhardt & Co., Inc., H. 
Mid-West Distributing Co. 
Miller & Co. 

Nathanson Associates, Inc., N. 
Osborne Coinage Co. 

Post Watch Co., Inc. 
Promotional Service, Inc 
Somer & Son Co., The 
Stella & Associates, A.M. 
Unique Industries 
Wal-Feld Co., Inc., The 
Wilnor Products 
Winthrop Watch Corp. 
Worth Distributors, Inc. 
Zell Products Corp. 
Zenith Plastics Co. 


KEY CASES 


Accurate Leather & Novelty Co. 
Advertising Leather Specialty Co., Inc. 
Advertising Specialty Associates 
American Muffler Co. 
Amsterdam Printing & Litho Co. 
Aquada Products Inc, 

Art Calendar Co. 

Award Incentives Inc. 

Bayes Mfg. Co., Inc. 

Bosca Co., Inc., Hugo 

Brecher Bros., Inc. 

Carter Industries, Inc. 
Columbia Industries 

Elgin Co. 

Ester Leather Co. 

Farber Enterprises, Inc., Alfred 
Fischer Co., I.M. 

Fred-Leslie Corp. 

Freedman, Irving 

Hagerstown Leather Goods Co. 
Hawkins, W.A. 

Hickok Mfg. Co., Inc. 

Hicon Products 

Imos Specialties 

Kellogg Advertising Services, Inc., R.R. 
Laminet Cover Co. 

Landa Leather Products Co. 
Mayer, Inc., A.G. 

Miller & Co. 

Morris, Lee J. 

Nathanson Associates, Inc., N. 
New City Leather Goods Co. 
New York Pencil Co. 
Novel-Craft Mfg. Co. 
Oppenheim Products Co. 
Osborne Coinage Co. 

Oxwall Tool Co., Ltd. 


JUNE. 1955 


A LUXURY 
PREMIUM 
« Styled for Beauty 100“... 


d for ervice Value 
eo Designe 
Last write FoR SPECIAL 
LARGE DISCOUNTS 


TO COFFEE & TEA TRADE 














6-Piece Silverplated Tea Service 
MADE AND GUARANTEED FOR LIFE BY REMBRANDT SILVER CO. 
Designed and created “ Master Craftsmen, this once-in-a-lifetime 


value-packed Tea Set of Heavily Plated Fine Silver, with insulated 
handles, blends beautifully with all decor. 


e 16” x 22” footed tray e 11” 10-cup coffee pot 
© 912” 9-cup tea pot e 6” sugar, creamer and waste 


N. NATHANSON ASSOC. 


165 West 46th St., New York 36 











Let 
N. NATHANSON ASSOC. 


Solve Your 


PREMIUM PROBLEMS 


165 W. 46th St., New York 36, PL 7-3620 

















a proven 


premium 
of high 


acceptance 


Here is a marvelous premium, gift incentive award and 
store loader. It’s proven in all categories. It has a high 
retail value and low cost to you. The “Big-Butch-R” is 
a lifetime chopping block made of electronically laminated 
end-grain solid hardwood. Size 12”x18”x2” thick. Weight 
7 lbs. Packed in individual cartons ready for mailing; 
6 or 12 to carton. Write TODAY for prices on this proven 
item, and for premium catalog containing other fine 
low price premium merchandise. 


B & M DISTRIBUTING CO. 


IMPORTERS - EXPORTERS 
P.O. Box 1343 Tacoma, Washington 











PREMIUM 


to promote 


your product 


REMINDEX 


the shopper's helper Individually boxed 


REMINDEX has prominent center space on 
both sides to advertise YOUR name and Nati 

product! ationally Sold at 
Here's a brand new novelty, the ideal agra enp ti 
premium that every housekeeper will ores for $1.00 
want and will use continually. Lists 92 
different items, easy to work, lasts for- 
ever. Pocket size, unbreakable plastic. 


U.S. Patent No. 2,695,000 





Write today for complete information. 


NEW SHOWROOM: ROOM 207 — 200 FIFTH AVE. 


MARCIE CORP. 43-12 50th St., Woodside 77, N.Y. NEwtown 9-9464 


Rosen & Son Co., The M.B. 
Russell Mfg. Co. 

Shank Leather Goods Co, 
Simplex Binder Co. 

Siris Products Corp., A.J. 
Tracies Co., The 

Unique Industries 

United Craft 

U.S. Luggage & Leather Products Co. 
Waillas & Co., Seymour 
Western Tool Co. 


KITCHEN DEVICES 


Acme Metal Goods Mfg. Co. 
Advertisers Publishing Co. 
Affiliated Machine & Tool Co. 
Air-Tron Inc. 


AIR-TRON, INC. 


Mfrs. Electric Deodorizers Using West- 
inghouse Odorout bulbs. 





3536 W. 16th St., Indianapolis, Ind. 











Aluminum Casting & Appliance Co., 
Ltd. 

Anthony & Co. 

Art Beck Corp. 

Art Button Novelty Mfg. Co. 

Bacharach Inc. 

Ballanoff Metal Products Co. 

Beacon Enterprises Inc. 

Beacon Sales Co. 

Bellaire Enamel Co., The 

Bentley Co., E.G. 

Better Houseware Co. 

Blisscraft of Hollywood 

Bluffton Slaw Cutter Co. 


New — Rapid Salad Set 


A quality, long lasting premium. Needed 
in every home. 


Beautifully gift packaged. 
Bluffton Slaw Cutter Co. 


802 Washington St., Bluffton, Ohio 

















Bonny Products Co. 

Bowlin Co., The J.P. 

Bridden Inc., Chas. D. 
Cameron, Inc. 

Carolina Plastics Co. 

Central Equipment Co. 

Central States Paper & Bag Co. 
Columbia Basin Plastics Co. 
Columbus Plastic Products, Inc. 
Dazey Corp., The 

Delsam Co., The 
Dexter-Mahnke, Inc. 

Dormeyer Corp. 

Edlund Co., Inc. 

Ekco Products Co. 

Enterprise Mfg. Co. of Penna., The 
Feemester Co., W.R. 

Fischer Co., I.M 

Flambeau Plastics Corp. 


FLAMBEAU PLASTICS CORP. 


#156 Do-All Kitchen Spatula Set. Flex- 
ible polyethylene construction. Perfect 
premium for tie-ons, enclosures of self- 
liquidator as a set. 

50! Seventh St., Baraboo, Wis. 














Foley Mfg. Co. 
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Frank Paper Products Corp., Plastics 
Div. 

Funke & Hoffman 

G & S Metal Products Co. 

Hano Paper Co., Inc. 

Heuck, M.E. 

Hornsby & McKinley 

Jiffy Enterprises, Inc. 


JIFFY PICTURE HANGERS 


No Hammer! No Nails! Holds 15 Ibs! 
PKG 3 for 10¢ ~—s«6 ‘for 19¢ 


1011 Chestnut St. Philadelphia 7, Pa. 














Kessler & Co., Albert 

Kesco Mfg. Co. 

Kidde Mfg. Co., Inc. 

Latama Cutlery, Inc., The 

Liberty Industries, Inc. 

Lipette Co. 

Lynch-Jamentz Co. 

Marshallan Mfg. Co., The 

Mouli Mfg. Corp. 

Master Metal Products, Inc. 

Metalcraft Mfg. Corp. 

Nathanson Associates, Inc., N. 

New London Industries, Inc. 

Norplac 

Northport Products Inc. 

Northwest Plastics, Inc. 

Novel-Craft Mfg. Co. 

Nu-Dell Plastics Corp. 

Pacific Plastic Products of San Fran- 
cisco 

Parker Metal Decorating Co., The 

Peerless Machine & Tool Corp. 


Perma Hues 

Phelon Magnagrip Co., Inc. 
Reliance Picture Frame Co., Inc. 
Riverside Foundry Co., Inc. 
Ross Products Inc. 

Safeway Specialty Corp. 
Saltzman Co., Inc., M.J. 
Semler-Wire Products, J.H. 
Shoppers Service, Inc. 

Simplex Binder Co. 

Slip-Seal Co., The 

Sphinx Import Co., Inc. 
Straits Steel & Wire Co. 
Swing-A-Way Mfg. Co. 
Thermometer Corp, of America 
Tipp Novelty Co. 

United Plastic Corp. 

van Veen Co., Alexander 
Washburn Co., The 

Wooster Rubber Co., The 


KNIVES, POCKET, HUNTING 


American Mercantile Co., Inc. 

Armitage Co. 

B & M Distributing Co. 

Boker & Co., Inc., H. 

Carolina Plastics Co. 

Compass Instrument & Optical Co., 
Inc. 

Duplex Pen & Pencil Co, 

Dunn Brothers 

Funke & Hoffman 

Griffin Cutlery Corp. 

Imos Specialties 

Imperial Knife Associated Co., Inc. 

Larick Mfg. Co., The 

Latama Cutlery, Inc. 

Lifetime Cutlery Corp. 

Lipic Pen Co., Joseph 


Lockwood Co., Lawrence A. 
Mohawk Products Co. 
Murphy Co., R. 

New York Pencil Co. 
Russell Mfg. Co. 

St. Louis Pencil Co. 
Schrade Knife Co., Inc., George 
Scope Instrument Corp. 
United Silver & Cutlery Co. 
Utica Cutlery Co. 

Voos Co., The 


LAMPS, LAMPSHADES 


Alba Art Studios 
Albe Lamp & Shade Co. Inc. 


Albe Lamp & Shade Co., Inc. 


Low End Boudoir Lamps, Wall Lamps, 
Hurricane Lamps; China, Crystal and 
Black Iron Lamps, Shades. 


2042-46 Amber St., Phila. 25, Pa. 














Arch Lamp Mfg. Corp. 

Berkeley Mfg. Co. 

Cavalier Glass Co. 

Cromwell Silver Co. 

Eagle Electric Mfg. Co. 

General Lamps Mfg., Corp., & Faries 
Div. 

Glasolier Co. 

Goodman Mfg. Co., L.A. 

Gross, Wm. M. 

Guilford Arts 

House of Bronze 

Industrial Studio Inc. 

Koppoware Products Mfg. Co, 





TAP-A-GLASS 


dispenser 


RETAIL 


COOL WATER ON TAP 
FOR EVERYONE! 
_ IDEAL FOR JUICES, 
ALL BEVERAGES! 


Patented leakproof spigot dispenses a 
glassful of refreshing water or beverage 

in six seconds! TAP-A-GLASS is ALL plastic, 
tasteless, odorless, non-toxic, durable! 
Beverage always visible, full gallon capacity, 
fits any refrigerator or shelf. Airtight lid. 
Fully guaranteed. 


JAE FES 


the PERFECT 


premium line! 
EXTRA-POWERFUL APPEAL! 
PRICED JUST RIGHT! 


NIV 


ani 


PACIFIC PLASTIC PRODUITS 
1620 ARMSTRONG AVE. 
SAN FRANCISCO, CALIF. 


TIP-A-SPICE 


RACK 


00 
RETAIL 

Entirely molded of strong shock-resistant 

astic. Drop-down lid with molded-in 

inges closes to hide and protect spices. 
Provides a complete spice system for 
kitchen, patio or picnic. Attaches to wall, 
cupboard or cabinet; may be placed oh 
shelf or table. Red, yellow or white; — 
guaranteed. Priced for the premium market! 


od 


25 














Yes Sir 
A TERRIFIC 
ADVERTISING GIFT 


* Not One 
* Not Two 
¢ Not Three 
BUT FOUR 
SCREWDRIVERS IN ONE 


Length over all 7%". Solid brass handle. 
Blades of hardened tool steel. Guaranteed 
not to rust. Your advertisement goes right 
on the durable plastic head and stays there. 


For sample, send S0c 
Write for Special Quantity Discounts 


GAM MANUFACTURING CO. 
LANCASTER, PENNA. 














v7 
i 


year 


Found 
vith the 


THE 
AMAZING 
SELF-CONTAINED 


SQUEEGEE-SPRAY 
Combinatien 


Mel-Gauge Co. 

Mendelson Co., Inc., The L. 
Rand Products Co., Inc. 
Sierra-Columbia 

Star Brite Lamp Shade 
Trans-Plastic Inc. 








WANT A “BUBBLE GARDEN”? 
SEE JACK SWARTZ 











Verplex Co., The 
LAUNDRY AIDS 


American Fab-Tex Co. 

American Textile Co. 

Artmoore Co. 

Blossom Mfg. Co., Inc. 

Bowland Mfg. Co. 

Bonneytex Co., Inc. 

Cordomatic Div. Vacuum Cleaner Corp. 


CORDOMATIC DIV. OF 
VACUUM CLEANER CORP. 


Cordomatic Indoor & Outdoor Clothes- 
line Reels (Automatic Retracting) New 
& Useful, Excellent for premium & pro- 
motional. 


1724 W. Indiana Ave., Phila. 32, Pa. 














Crosley & Bendix (Home Appliances 
Div.) 

Damar Products, Inc. 

Fremont Bags 

Household Research Corp. of Amer. 


NYLON BRITE 


Washes, whitens all nylon slips, bras, 
sweaters, etc. 





Household Research Corp.of Amer. 
12 Arrow St., Cambridge 39, Mass. 











Hunt Products, Inc. 
Laminet Cover Co. 

Meyer & Sons, Inc., W.F. 
Nagler Co., Henry 

New London Industries, Inc. 
Newport & Associates, Bud 
Orman Co., Inc., The Leonard 
Peerless Textile Co. 

Plastic Film Products Corp. 
Salmanson & Co., Inc. 
Slip-Seal Co., The 

Straits Steel & Wire Co. 
Stratford Pen Corp. 

Textile Mills 


TEXTILE MILLS CO. 


Tex-Knit Burnproof Ironing Covers. Pad 
Sets and related Household Needs. 
Complete Price Ranges. Special Pack- 
aging. 

2762-92 Clybourn Ave., Chicago 14, Ill. 














Traum Co., Inc., David 
Triangle Sales Corp. 

Van Schaack Premium Corp. 
van Veen Co., Alexander 
Weaver Pres-Kloth Co. 
Whitehouse Products, Inc. 


Every Wife Wants a 


HOUSEHOLD 


Perfect for Premiums 
Sales Incentives and Gifts 


Models Retailing from $4.00 to $7.95 
WRITE FOR DETAILS TODAY 


American Family scate co. 


515 S. Laflin Street, Chicago 7, Illinois 














Siala-Towa 


FEATURE THE FINEST! 


Salad making is fun with the new shatterproof 
Sala Tossa, a premium-quality product at a 
premium buyer's price. Salads look and taste 
better in this revolutionary sa'ad tosser that 
complements any table. Built-in dressing cup 
and serrated garlic-rubbing area. A perfect 
tossed salad in seconds. Practical too, as a 
pair of bow's, for flouring, etc. 


$2.95 retail — Write manufacturers 


VERITY-SOUTHALL, LTD. 


“The pepper mill people of the world." 
2251 Lincoln Avenue 
Altadena, Calif. 











COFFEE & TEA INDUSTRIES and The Flavor Field 








LEATHER GOODS 


Accurate Leather & Novelty Co. 
Admiration Handbag Co. 
Advertising Leather Specialty Co., Inc. 
American Binder Co., Inc., The 
Bassett Co.. The W.E. 

Bayes Mfg. Co., Inc. 

Bell & Co., W. 

Bersted’s Hobby Craft Inc. 
Boonton Handbag Co., Inc. 
Bosca Co., Inc., Hugo 

Brecher Bros., Inc. 

Carolina Plastics Co. 

Carter Leather Goods, Inc. 
Chavel Products Co., Inc. 
Danlee Co. 

Diamond Case Co., Inc. 
Doppelt, M.A. 

Elgin Co. 

Empire Mfg. Co. 

Ester Leather Co. 

Farber Enterprises, Inc., Alfred 
Fischer Co., I.M. 

Florn Clock Co. 

Fred-Leslie Corp. 

Freedman, Irving 

Globe Trotter Luggage Mfg. Co. 
Greatrex & Son, Ltd., C. 
Grenlo Products 

Guilford Arts 

Hagerstown Leather Goods Co. 
Hausman Mfg. & Sales Co. 
Hawkins, W.A. 

Hickok Mfg. Co., Inc. 

Imperial Merchandise Co. 
International Leather Goods Co. 
Interstate Handbag Co., Inc. 
Jesson Co., H.L. 

Joell Mfg. Co. 

Journey Quality Luggage 
Landa Leather Products Co. 
Latama Cutlery Inc. 

Le Goff Co. 

Los Feliz Products Inc. 

Miller & Co. 

Millerand Inc. 

New City Leather Goods Co. 
New York Pencil Co. 

Novmer Mfg. Co. 

Oppenheim Products Co. 

Pan American Album Co. 
Pilgrim Leather Goods Co., Inc. 
Readv Reference Pub. Co, 
Richford Corp. 

Salm Inc., Arthur 

Sarne Co. 

Shank Leather Goods Co. 
Shaw-Barton 

Singer Leathercrafts 

Stoner, Chester K. 

Thomsen Bookbinders, H. 
Traum Co.. Inc., David 

United Craft 

U.S. Luggage & Leather Products Co. 
Universal Craftsman Co. 
Universal Trunk Co. 

Viral Mfg. Co. 

Whitehouse Products, Inc. 
Worthington 5th Ave., Inc. 
Wright Advertising Specialty Co. 
Zell Products Corp. 


LINENS 


Brown Co., H.W. 
Calvine Cotton Mills 
Excello, Ltd. 
Georgianna 
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Handal & Bro., Inc., Victor B. 
Kemp Beatley, Inc. 

La Belle Mercantile Co. 
Regent Art Linen Co, 
Texmar Products 

Ulmann Co., Inc., Bernhard 
Vinyl Linens, Inc. 


LUGGAGE 


Airking Luggage Co. 

Bell & Co., W. 

Brecher Bros., Inc. 

Calvert Luggage Co., Inc. 
Century Specialty Co. 

Crown Luggage Co., Inc. 
Diamond Case Co., Inc. 
Ever-Wear Trunk Works, Inc. 
Gerilyn Sales Co., Inc. 
Globe Luggage Co. 


Globe Trotter Luggage Mfg. Co. 

Greatrex & Son, Ltd., C. 

Horn Luggage Co., David 

Horton & Hubbard Mfg. Co. 

Jansen & Co. 

Journey Quality Luggage 

L-U-C-E Mfg. Co. 

New City Leather Goods Co. 

Newport & Associates, Bud 

Prime Luggage Mfg. Co., Inc. 

Travel Goods Inc. 

Trina, Inc. 

United Leather Goods Corp. 

United States Luggage & Leather 
Products Co. 

United States Trunk Co. 

Universal Craftsmen Co. 

Universal Trunk Co. 








The world’s largest pro- 
ducer of “Great Products 
for the Great Outdoors” 
offers a complete line of 
low priced premium ideas 
specially tailored to fit your 
own program! 


e 
ICE CHESTS 


EIGHT MODELS TO CHOOSE FROM 
Retail Value, $7.98 to $24.95 


PICNIC JUGS 


ACHOICE OF TWENTY-SEVEN STYLES 
Retail Value, $1.79 to $9.98 


SCOTCH PLAID 
ROUND COOLERS 


A VARIETY OF NINE MODELS 
Retail Value, $3.95 to $7.95 


INSULATED 
PICNIC BAGS 


SELECT FROM EIGHT NEW STYLES 
Retail Value, $2.98 to $5.98 





FF poison maintains a special art staff 








No. 345 

All Aluminum 
Ice Chest 
Full 
insulated . 
Remarkably 
lightweight. 


No. 732—-One-Gallon 
Tartan Jug with patented 
Fold-a-Way faucet. 
Fiberglas insulated. 


No. 711—Four-Gallon 
round cooler with 
fiberglas insulation 
and aluminum 
dry-pak tray. 


Insulated 
Picnic Bag. 
Huge capacity. 
Full zipper 
closure. 


who are expert designers. They will 
create a special motif for any of our prod- 
ucts, incorporating your own color 
scheme, trade mark to tie in with your 
promotion ideas. Let us send you our full 
color brochure and photos of some of our 
specialized premium designs. Address: 


PREMIUM DIVISION 


POLORON 
PRODUCTS, INC. 


165 Huguenot Street 
New Rochelle, N. Y. 




















For Increased 
Sales 


e@ CONSULTANTS 
@ SUPPLIERS 

@ MAILERS 

e@ REDEEMERS 


YEARS OF PREMIUM 
EXPERIENCE 


A COMPLETE 
PERSONALIZED 
SERVICE 


PROMOTIONAL 
SERVICE 


INCORPORATED 
WALLINGFORD, CONN. 











PREMIUM BUYS 
OF THE YEAR 


SUNN LH TT 


Ga y P. aree 


JEWELLED 


So Smart, So New! 
Cijored Suede Straps! 
Colored Design on Case! 


= 


lL stsidinieaicien 


Swiss Jewelled Movement! 


5 Colors: Charcoal, 
Emerald, Sapphire, 
Ruby, Gold 


Re-Useable Plastic Gift Case 
$10.70* 





WATERPROOF** 


Advertised in LIFE 

7 Ruby Jewels! 

Swiss Movement! 

Stainless Steel 

Expansion Band! 

1 Year Guarantee! 

Unbreakable 

Mainspring! 

Luminous Dial and 

Hands! 

Anti-Magnetic! 

Gift Packaged! 

$13.00* 

ORIGINALLY IMPORTED 
TO SELL FOR $24.95 
*Keystone **Waterproof 
providing crystal remains 
intact and case is un- 


opened. 
HANOVER WATCH 


co. 


48 West 48th St., Room 506, New York, N. Y. 
28 








MANICURE ITEMS 


| Bassett Co., The W.E. 








Bayes Mfg. Co., Inc. 
Carter Leather Goods Co., Inc. 
Chavel Products Co., Inc. 
Clauss Cutlery Co. 
Concord Shear Co. 

Cook Co., The H.C. 
Cutlery Corp. of America 
Doppelt, M.A. 

Griffin Cutlery Corp. 
Harrison Co., Inc., The 
Imos Specialties 

Latama Cutlery Inc., The 
Le Goff Co. 

Lipette Co. 

Millerand, Inc. 

Monarch Cutlery Mfg. Co., Inc. 
Morris, Lee J. 

Noymer Mfg. Co. 
Oppenheim Products Co. 
Owens Brush Co. 
Process Co. of America 
Russell Mfg. Co. 

Salm Inc., Arthur 
Simplex Binder Co. 
Somer & Son Co., The 
Traum Co., Inc., David 
United Craft 

Waterbury Cos., Inc. 
Wiss & Sons Co., J. 
Worthington 5th Ave. 


MEN'S WEAR 


Accurate Leather & Novelty Co. 
Beach Importers, Inc. 

Brecher Bros., Inc. 

Brown Co., H.W. 

Burwood Products Co. 

Carter Industries, Inc. 

Central Flag & Banner Co. 
Cinderella Knitting Mills 

Delmar Tie Co., Inc. 
Frohock-Stewart Co. 

Hudson Handkerchief Mfg. Corp. 
Kreis & Co. 

Liberty Umbrella Co. 


| Miller & Co. 
| Osborne Coinage Co. 


Queen Mode Plastic Corp. 


| United Craft 


| Westland Plastics, 


Inc. 


MUSICAL INSTRUMENTS 


Chicago Sales Engineering Co. 


Elkington, L.A. 
Emenee Industries 


| New York Patent Corp. 
| Northwestern Products Co. 


| Rand Products Co., 


Inc. 


| Somer & Son Co., The 


PENS, PENCILS 


Advertisers Publishing Co. 
Advertising Leather Specialty Co. 
Advertising Specialty Associates 
Alba Art Studios 


| American Factory Sales Co. 


Amsterdam Printing & Litho Co. 


| Art Calendar Co. 
| Avog Sales Co., Inc. 


Award Incentives Inc. 
Brownie Mfg. Co. 

Central States Specialties, Inc. 
Chatham Mfg Co. 


COFFEE & TEA 





Piastic 
novelties 
make ideal 
premiums 


Wallets, Pocket Protectors, 
Pocket Secretaries, Billfolds, 
Photo Wallets, Card Cases, 
and Custom made specialties. 
Electronically sealed or vacuum 
formed items. Gold, silver, or 
colored imprint. 

GAMES & TOYS 
Low cost items with proven ap- 
peal suitable for self-liquidating 
premiums or give-aways. 


Write for Samples — Literature 
—Quotations 


THe TRACIES co. 


541 Main St. 
Holyoke, Mass. 


one ererererer eee eer eeveeeeeeeeee ee 


MODERN WORLD ATLAS 


ohare! 


WALL SIZE WORLD MAP 


i s includes: 
| Atla ool 


CS. Hammond & Co. 


MAPLEWOOD6, NEW JERSEY 


INDUSTRIES and The 


Flavor 


Field 





Duplex Pen & Pencil Co. 

Eagle Pencil Co. 

Elgin Co. 

Farber Enterprises, Inc., 

Ferber Pen Corp. 

Freedman, Irving 

Gits Products 

Glass Co., Robert M. 

Green, Joseph H. 

Gruenhut Products, Otto 

Hawkins, W.A. 

Hornik, Frederick 

House of Oxford, Ltd. 

Imos Specialties 

Imperial Merchandise Co. 

Larick Mfg. Co., The 

Lipic Pen Co., Joseph 

Listo Pencil Corp 

Los Feliz Products, Inc. 

Monroe’ Mfg. Co. 

Morris, Lee J. 

National Calendar & Advertising 
Specialties 

New York Pencil Co. 

Pacemaker Products 





Retractable Ball Point Pens Bankers Approved 


100 lots—$14.00 C (with imprinting $19.00 C) 
500 lots—$13.75 C (with imprinting $18.50 C) 
1000 lots—$13.50 C (with imprinting $18.00 C) 


PACEMAKER PRODUCTS CO. 








96-98-100 Prince St., New York 12, N. Y. 








put your name in 
your customers’ hands! 


NOW! 


As Low As 
25¢ each 


Refill 12'/2¢ Each... 
Minimum Lots 100 


* 


GUARANTEED 


Retractable 


BALL POINT 


Barrels in black, red 
blue, liow or white 
wi new, ag 

standard 41/4 inch 
rtridge. 


in price 


REVELATION PLASTICS, Inc. vem. neser 


74 Washington Street New York 6, N. Y. 
Digby 4-8260 Keep This Ad—Send Your Order Today! 


Parker Pen Co., The 
Revelation Plastics, Inc. 
Rosen & Son Co., The M.B. 
Shaw-Barton 








Sierra-Columbia 
Stratford Pen Corp. 
Taubman & Co., Samuel 
Temple Co., Inc. 
Texmar Products 
Traum Co., Inc., David 
Triad Pen & Pencil Co. 
Waterman Pen Co., Inc. 
Wilnor Products 


PEPPER MILLS 


Amston Silver Co., Inc. 

B & M Distributing Co. 

Better Houseware Co. 

Dart Craftsman Corp. 

Flint Hills Specialty Co. 

Kessler & Co., Albert 

Nevco Wood Products Co., Inc. 
Rio Grande Pepper Mills 


RIO GRANDE PEPPER MILLS 


Pepper Mill Sets Styled-Priced Right— 


Exclusive features. 





2421 McKinney Ave., Dallas, Texas 











Give Diamonds: 


Employee Awards 
Sales Incentive Awards 
Premiums 

Contest Prizes 


Organization Pins—Your Design 
Diamond Rings 
Diamond Watches 


DUBBIE JAMES COMPANY 


5 SO. WABASH AVENUE 


CHICAGO, ILLINOIS 




















Shoppers Service, Inc. 

Thompson Corp., The George S. 
Trans-American Development Corp. 
Verity Southall Ltd. 

White Studios 


PET SUPPLIES 


Barr Rubber Products Co. 

Beacon Plastic & Metal Products, Inc. 
Drexel Enterprises, Inc. 

Mouli Mfg. Corp. 

Oxwall Tooi Co., Ltd. 
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Perfum - Atic 


Pocket Perfume Atomizer 


Perfect for purse or evening bag. No larger 
than a cigarette lighter and made with 
precision of a fine watch. Just a touch of the 
finger releases a mist of her favorite fragrance. 
Holds one dram—no evap i no leakag 
Her perfume lasts longer and is always avail- 
able. Choice of a beautiful HAND PAINTED 
rose in full color on backgrounds of Gold, 
Black, Red, Green, or Blue Packaged in 
gorgeous gift box with funnel and purse kit. 





For further information and special premium 
prices, please write. 


SHELLEY DISTRIBUTORS, Inc. 
30 Church St. New York 7, N. Y. 




















TAMPS 


= a : 
(goo ay: 








Write fo our Premium Sales Dept. 
for further particulars. On request 
we will submit a plan and samples 
upon receipt of essential informa- 
tion. No obligation. 


GROSSMAN STAMP CO., Inc. 


PREMIUM DEPT. 
_ 581. SIXTH AVE. 


NEW YORK 11, N.Y. 











KITCHEN 
TOOLS! 


AS FEATURED IN 


and 


House & Garden | 


% Barbecue Tools | SEE 
% Cutlery the New 
Coronado 


% Chafing Dishes ff line in 


stainless 
" som ones 


Ebonite! 
NEW catalogue 
available 


Parker Gaines 


STAINLESS STEEL TOOLS 
38-06 31st St., Long Island City, N. Y. 


Powr-Pak, Inc. 

Robinson-Ransbottom Pottery Co., The 
Ruckels Potteries, Inc. 

Stewart Mfg. Co., Michael 
Trans-American Development Corp. 
Tuco Work Shops, Inc. 

Westland Plastics 


PICNIC AIDS 


Alladin Plastics Inc. 

American Gas Machine Co. Div. 
Queens Stove Works, Inc. 

Beacon Plastic & Metal Products, Inc. 

Blisscraft of Hollywood 

Blossom Mfg. Co., Inc. 

Canvas Specialty Co. 

Chattanooga Royal Co. 

Columbian Enameling & Stamping Co., 
Inc. 

Columbus Plastic Products, Inc. 

Como Plastics, Inc. 

Del Rey Plastics Corp. 

Eclipse Metal Mfg. Co. 








ECLIPSE METAL MFG. CO. 


Picnic and Barbecue Grills. 
Complete line portable, table and 
brazier models. Many with interesting 
accessories. 





1166 Broadway, New York 6, N. Y. 








Empire Mfg. Co. 
Ever-Wear Trunk Works, Inc. 
Fischer Co., I.M. 
Funke & Hoffman 
House of Paper, Inc. 
Hunter Metal Industries 
Joell Mfg. Co. 

Kidde Mfg. Co., Inc. 
Kilgore, Inc. 

Kingsford Chemical Co. 
Knapp-Monarch Co. 
Kusan, Inc. 

Leipzig & Lippe, Inc. 





LEIPZIG & LIPPE INC. 


1166 Broadway, New York 6, N. Y. 


Picnic Baskets, Insulated Bags, Buckets, 
etc. Complete line of Picnic, Barbeque 


Get New Accounts 
with the Katto Jr. 
CARTON OPENER 


Kutto Jr. is needed everywhere goods 
are unpacked. Priced low enough for 
the smallest deal, it's a “Natural” for 
opening NEW Accounts. 


YOUR AD IS ON EACH CUTTER 


@ STURDY 
@ USEFUL 
@ PERMANENT 


@ OPENS ANY CARTON 
WITHOUT DANGER OF 
CUTTING CONTENTS 


Write Today for full details 


MODERN SPECIALTIES CO. 


4301 W. Ogden Ave. Chicago 23, Ill. 














and Casual Living accessories. 








Liberty Industries, Inc. 

Lockwood Co., Lawrence, A. 
Mathew Products Co., Mary 
National Chemical Refrigerants Corp. 
Novel-Craft Mfg. Co. 

Parker-Gaines, Div. Tex Machine Co. 
Parker Metal Decorating Co., The 
Parvin Mfg. Co. 

Poloron Products, Inc. 

Queen Mode Plastic Corp. 

Redmon Sons & Co., W.C. 

Regal Ware, Inc. 

Rochester Can Co. 

Semler-Wire Products, J.H. 

Shelton Basket Co., The 

Specialty Steel & Wire Products, Corp. 
Sphinx Import Co., Inc. 

Sturdy-Craft Corp. & Go-Lure, Inc. 
United Plastic Corp. 

Wallace & Sons Mfg. Co., R. 

Waltco Products 

Washburn Co., The 

Young Co., J.H. 


@ BEAUTIFUL VINYL PLASTIC — 
Calf Grain, Morocco, Shoe Kid, 
Plaid, Alligator Grain—in Assorted 
Colors! 


TWO BIG SIZES—i2” x 19” and 
11144” x 15144”—Both Ideal for 
Papers, Orders, Samples, Policies, 
Catalogs, School Papers, Drawings, 
etc! 


@ PLASTIC ZIPPER—Nev, Different, 
and Easy to Use Always! 


THIS IS ONLY ONE OF OUR MANY 
PLASTIC "‘NATURALS'' — WRITE FOR 
FULL LIST TODAY! 


ROBERT MANUFACTURING CO. 


1001 EAST 23RD ST., HIALEAH, FLA. 
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PLASTIC SPECIALTIES 


AAA Advertising Products Corp. M Y = T | M 1X F R 
Acme Premium Supply Corp. 


Advertising Leather Specialty Co., Inc. “IT’S BATTERY — 


Advertising Specialty Associates eceemmeneeet tte 
MERCHANDISE Aladdin Industries Inc. ies 
Alka Novelty Co., Inc. on, tea : 
* 


Alladin Plastics Inc. 
All Power Mfg. Co. 
Almont Mfg. Co., Inc. 


LEATHER GOODS American Binder Co., Inc., The 


e American Muffler Co. } $ 98 
BRASSWARE American Textile Co. , | 338 


Amsterdam Printing & Litho Co. 1's 
be Antioch Bookplate Co. / , oR 
GOURDS Aquada Products Inc. ° Safe Saw 


Art Button Novelty Mfg. Co. «Portable , # Batteries) 


@ 
Artmor Plastics Corp. ae ‘ 
MODERNISTIC JEWELRY : “beat! ile 


Athol Comb Co., The : ; SPE 
e hi “a Pact CIAL 
Award Incentives Inc. °Shockproof pmse DISCOUNT 
FANCY IMPORTED TEXTILES Beacon Plastic & Metal Products, Inc. CS: 
Berghoff Associates, Inc. 
* Bersted’s Hobby Craft, Inc. 
Write your requirements Bilnor Corp. 


Hundreds of Imports Available Blisscraft of Hollywood 
Bogene, Inc. 


Bowland Mfg. Co. 
Brecher Bros., Inc. 
- Brockman, P.C. , bie Tumbler for Clean 
Burwood Products Co. @ Kemovabie tumbler tor tasy Lieaning 
Trans-American Cameron, Inc. PERFECT FOR: Malteds . . . Shakes . . . Egg- 
D | t c Campbell Co., W.E. Drake... Ameeted renee Sulewsscke 
eve opmen orp. Campro Co., The 
Canvas Specialty 
5225 Wilshire Blvd. Cardinal Camera Corp. 
Los Angeles 36, Calif. posal “te Ca, 
ee Central Equipment Co. 
Central States Paper & Bag Co. 
Central States Specialties, Inc. 
Century Plastic Co. 
Folding Furniture Claridge Novelty Co. 
Colad Co., Inc., The 
, a Columbia Basin Plastics Co. 
Columbus Plastic Products, Inc. 
Crystal-Tex Co. 
Del Rey Plastics Corp. 
Diplomat Cigarette Holder Co. 
Eastern Seaboard Plastics, Inc. 
Empire Curtain Co., The 
Endicott-Seymour 
Excello, Ltd. 
Falge Engineering Corp. 
Farber Enterprises, Inc., Alfred 
Federal Tool Corp. 


re s Field Mfg. Co. Inc. 
Perfect For Premiums} — riambeau Plastics Corp. 
Matching ve ny oe me a 
te +t rs and poker 
tables. “Tis fine folding furniture ag FLAMBEAU PLASTICS CORP. 
b - g premium. A large line p a ° 
of tie pros ype Bao : select from. ie — pg eter — 


HARRY M. WOLFE rific self-liquidating premium as a single 


666 Lake Shore Dr., Chicago 11, Ill. unit or in sets of 2 or 3. 
Dept. CT 50! Seventh St., Baraboo, Wis. 


* 

















FLAMBEAU PLASTICS CORP. 


#157 Mixer Pitcher. Large capacity 
52 oz. polyethylene mixer and pitcher 
with detachable handle. Self-liquidator 
or tie-in premium. 


50! Seventh St., Baraboo, Wis. 














HANSON ASSOC. 


. 46th Street, New York 36, N. Y. 
Plaza 7-3620 


Frank Paper Products, Plastics Div. 
Fred-Leslie Corp. 
Freedman, Irving 
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NEW COMET 7 PIECE 


money-saving 


HAIRCUTTING SET 
Model 249S 


NEW PRACTICAL PREMIUMS 


Here is something brand new in a Home Barber 
Set. In addition to the usual shear and comb with 
a clipper, this set is furnished with 3 Haircutting 
Aid Combs, all of different sizes and a tapering 
comb. With this set haircutting becomes so simple 
that onyens even without hair cutting experience 
can make a good hair cut, either of the conven- 
tional type or other styles of hair cuts such as 
Butch, Burr, Crewcut, G.I. etc., with ease. 

All neatly packed in a beautiful display and stor- 
age case, with haircutting instructions. Under- 
All for 


writers approved. One year guarantee. 
only the price of 10 haircuts. 
For complete information, write to 


ALLOVER MFG. CO. 
DEPT. P 
RACINE, WISCONSIN 


Lamson CUTLERY 


gives you 
YEAR ROUND Sales Builders 
with YEAR ROUND Appeal. 


For Premiums or for Gifts— 
LAMSON, makers of fine cutlery 
since 1837, offers you a wide se- 
lection of smartly designed, high 
quality cutlery products. 








TABLE STEAK KNIVES 


Stainless steel, mirror finished, saw 
edged blades; plastic bonded Beauty- 
wood handles: gift boxed. 


Set of 6: $6.95 list 


Send for complete information: 


LAMSON & GOODNOW MFG. CO. 


Shelburne Falls, Mass. 
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Gessler Mfg. Corp. 
Glovinsky & Associates, Harry Pete 
Gold Co., The 

Green, Joseph H. 

Gross, Wm. M. 

Hicon Products, Inc. 

Holiday Products Co., The 
Horton Advertising Specialty Co., L.J. 
Hunt Products, Inc. 

Imos Specialties 

Joell Mfg. Co. 

Kellogg Advertising Services, Inc., R.R. 
Kenneth John Co. 

Kesco Mfg. Co. 

Laminet Cover Co. 

Larick Mfg. Co., The 
Madison Industries, Inc. 
Marcie Corp. 

Martin Co., The 

Mastercraft Products 

Mayer Inc., A.G. 

Mayer Mfg. Corp. 

Meinhardt & Co., Inc., H. 
Mendelson Co., Inc., The 
Minute Man Line Inc. 
Modernedge Mfg. Co. 
Modglin Co., Inc. 

Murphy, Howard 

Nalle Plastics, Inc. 
Nathanson Associates Inc., N. 
New London Industries, Inc. 
Newport & Associates, Bud 
New York Patent Corp. 
Northeastern Plastics, Inc. 
Norplac 














NORPLAC 


Complete line of Small Plastic House- 
wares and Gadgets—All practical. 


65 Plato, St. Paul 1, Minn. 











Northwest Plastics, Inc. 
Northwestern Products Co. 
Novel-Craft Mfg. Co. 

Nu-Dell Plastics Corp. 
Oppenheim Products Co. 
Orman Co., Inc., The Leonard 


Pacific Plastic Products of San Fran- 


cisco 
Parisian Novelty Co. 
Petra Mfg. Co. 
Plastic Products, Inc. 
Plastic Div. 
Plastic Innovations 
Plastic Mfg. Co. 
Plastic Molded Arts Corp. 
Postamatic Co. 
Process of America 
Product Miniature Co., Inc. 
Prolon Plastics Brush Co. 
Rand Products Co., Inc. 
Ray Plastic Co. 
Revell Inc. 
Richards Co., The 
Richford Corp. 
Robert Mfg. Co. 
Rosenberg Bros., & Co. 
Shaw-Barton 
Sillocks-Miller Co., The 
Simplex Binder Co. 
Siris Products Corp., A.J. 
Slip-Seal Co., The 
Soodhalter Plastic Products 
Standard Pryoxoloid Corp. 
Sta-Put Signs Corp. 
Star Mfg. Co. 


COFFEE & TEA 


INDUSTRIES 


GET ACTION WITH 
THIS ATTRACTION! 


Useful kitchen premiums have proved their 
sales-building appeal time and time again 
—and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 
Bright colors! Embossed capacities on Spoon 
handles! Kitchen Scoop is big '/2 cup size! 
Six inch Seraper is solid plastic and pliable! 


Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W. E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. CT, 32 N. Western Ave., Dayton 7, Ohio 





Put your message on a 


NITE SPring-Stop 
Tape Measure 


It's Useful—Lasting—Low Priced 
This sturdy, 48” tape measure, with auto- 
matic rewind, will be used over and over 
again in office, shop, home and school — 
and every time it will repeat your message 
A good advertising specialty! Available with 
enameled steel case (in assorted colors) or 
laminated piastic on steel case. 

Tape is plastic coated non-coiling fabric with 
non-fraying edges. Ample room on case for 
4 your sales message 


Ask your Advertising Job- 
TRY ONE FREE! ber or send this coupon. 


me—J B. CARROLL COMPANY ——————. 

| Carroll & Albany Aves. ! 

Chicago 12, Illinois | 
Gentlemen: Send me a sample, prices, etc of the 

1 Carroll Spring-Stop Tape Sswvets teen as possible. 

I 

I 

1 

I 
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Statler Mfg. Co. 

Stella & Associates, A.M. 
Stewart Mfg. Co., Michael 
Superior Plastics, Inc. 
Superior Shower Curtain Mfg. Co. 
Talking Tape Co., The 
Tele-Flix Co., The 

Tracies, Co., The 

Triangle Sales Corp. 
Treasure Isle Products Corp. 
Unique Industries 





UNIQUE INDUSTRIES 


Sudden Showers. All Virgin Vinyl 
Rain Bonnet in Colorful Cases. The 
Perfect Give-a-way or Self Liquidator. 


919 S. Western Ave., Chicago 12, Ill. 











United Craft 

United Plastic Corp. 
Wallas & Co., Seymour 
Waltco Products 
Waterbury Cos., Inc. 
Weiss & Klau 

Wilmart Products Corp. 
Wonder Plastic Co. 
Young Co., J.H. 

Zenith Plastics, Inc. 


PLAYING CARDS, ACCESSORIES 


Columbia Card & Stationery Co. 
Harrison Co., Inc. 

Kem Plastic Playing Cards, Inc. 
Shaw-Barton 

Universal Craftsmen Co. 

Wright Advertising Specialty Co. 


POINT OF SALE MATERIAL 


American Art Works Inc. 
Anthony & Co. 

Artmor Plastics Corp 
Bacharach, Inc. 

Bayes Mfg. Co., Inc. 
Bridge Tables & Novelties, Inc. 
Carroll Co., J.B. 

Central States Specialties Inc. 
Eldon Mfg. Co. 

Gelber Co., Samuel C. 
General Metalcraft Co. 
Goodman Mfg. Co., L.A. 
Haddon Products, Inc. 
Hirsch Press, Inc. 

Joell Mfg. Co. 

Mayer Mfg. Corp. 
Postamatic Co. 
Powr-Pak, Inc. 

Sta-Put Signs Corp. 
Talking Tape Co., The 
Tele-Flix Co., The 
Topflight Corp. 

Trayco, Inc. 


RADIOS, ACCESSORIES 


Bacharach Inc. 


Crosley & Bendix (Home Appliances 


Div.) 
Green, Joseph H. 
North American Philips Co., Inc. 
Roland Radio Corp. 


Steelcraft Phonograph & Radio Co., 


Inc. 
REDEMPTION COUPONS 


ABC Printers Inc. 
JUNE, 1955 


What Every IMODERNAGE 


1 
Woman Wants! ELECTRIC SEWING MACHINES 
Unmatched for Quality or Price! 


Don't miss this opportunity to get on the band- 
wagon with MODERNAGE, the new, improved 
line of sewing machines that made such a 
tremendous hit at the Pre- 
mium Show. A “natural” 
for premiums because 
they're constantly in de- 
mand by housewives every- 
where! 


TESTED—APPROVED 


















MODEL 15 IMPORTED—A portable that's jampacked full of 
the latest conveniences and accessories, including Round Bobbin, 
Forward and Reverse Stitch Machine, Floating Hinged Presser 
Foot for Sewing over Pins and Thick Materials, Selective Stitch 
Control, etc. A premium with up-to-the-minute utility! 
MODEL 20—Breakfront Console, Semi-Queen Anne, in Walnut, 
Mahogany, Blonde and Maple. One of our many beautiful au- 
thentic furniture pieces. 
Private Labels made on order. 
Write for Complete Information today. 


SEWING MACHINE SALES CORP. 


1435 Boone Ave., New York 59, N. Y. 
128 Marietta St., N.W., Atlanta, Ga. 














EVERY AMERICAN 


wants to display OLD GLORY 


YOU can help make it possible 
by offering your customers a 


U.S. FLAG OUTFIT 


Flags have been used successfully 
by many tea and coffee firms. 


HITCH YOUR PROMOTION TO THIS STAR 
Write for prices and full information 


CENTRAL FLAG & BANNER CO. 


ossmoyne 15, O 
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“A helping hand for Carving! 


CARV-AIDE 


|. Holds Roast or Fowl firmly. 

bast: 2. Prevents Slipping-Skidding or 
Flop over when carving. 

3. Is sanitary and easy to clean. 


Write for Free catalogue 


DEXTER-MAHNKE, Inc. 


Bottom View 233 E. Erie Street, Milwaukee 2, Wisc. 
Suggested Retail $1.19 

















We are featuring a most desirable 
and practical gift item, in our Dutch 
Boy & Girl Salt & Pepper Shakers 
with Windmill Stand/Napkin Holder. 
These are molded in Styrene Plastic, 
and are vacuum plated, baked and 
lacquered to iasure a high — 
finish in either SILVER or LD 
PLATE. Each fi is finely detailed, 
|and stands 2-3/4” tall. The set is 
| attractively boxed in a window front 
| display. Also available in self mailer 
| cartons. 





We manufacture a complete line of 
molded products including House- 
wares (both staple and novelty), 
| Boxed and Packaged Luncheon Set, 
land Toys. Request our catalog, to- 
| gether with our very popular prices. 


Del Kay PLASTICS CORP. 


| 200 FIFTH AVE. (ROOM 815) 
NEW YORK 10, N. Y. 




















THE PREMIUM 
- 
THE PACKAGING 


+ 4 
THE PRINTING.../— 


BROWNIE MFG. CO. 
Dept.!1, 55 FRANKFORT ST. 
NEW YORK 38, NEW YORK 


Coles & Co., Inc., Ross 
Dixie Profit Sharing Co. 
Variety Sales 

Worth Distributors, Inc. 


RUBBER HOUSEWARES 
Buxbaum Co., The 


Craig Industries, Inc. 
Mitchell Rubber Products, Inc. 





MITCHELL 
RUBBER PRODUCTS, INC. 


“CUSTOM RUBBER MATS — distinctive 
Gift & Premium Items. Send for Cata- 
log & Prices today." 
2134 San Fernando Road 
Los Angeles 65, Calif. 











Quality Products Mfg. Co., Inc. 
Washburn Co., The 
Wooster Rubber Co., The 


RUGS, MATS 


Adler-Jones Co. 

Anita Textiles 

Braided Rug & Specialty Co. 
Brockman, P.C. 

Craig Industries, Inc. 
Georgianna 

Handal & Bro., Inc., Victor B. 
Hano Paper Co., Inc. 

La Belle Mercantile Co. 
Owens Mfg. Co. 

Quality Products Mfg. Co., Inc. 
Sutton Co., Inc., Jack 
Thermwell Products Co., Inc. 
Vinyl Linens, Inc. 

Wilcox Chenilles Inc. 


RULERS, YARDSTICKS 


Amsterdam Printing & Litho Co. 

Art Calendar Co. 

Carroll Co., J.B. 

Danlo Mfg. Co. 

Falcon Rule Co. 

Freedman, Irving 

Hawkins, W.A. 

Los Feliz Products, Inc. 

National Calendar & Advertising 
Specialties 

Northeastern Plastics, Inc. 

Oxwall Tool Co., Ltd. 

Promotional Products Co. 

Universal Craftsmen Co. 

Waterbury Cos., Inc. 


SCALES 


American Family Scale Co. 
Borg-Erickson Corp., The 
Brearley Co., The 


SCISSORS, SHEARS 


Ahlbin & Sons, Inc., John 
Allied Mfg. Co. 





Allied Manufacturing, Inc. 


Mfr. complete line of scissors and shears, 
barber sets, baby scissors, scissors sets. 


87 Washburn St., Bridgeport, Conn. 











American Binder Co., Inc., The 
American Mercantile Co., Inc. 





PREMIUMS that open the way to 


more sales . . . easier and faster! 


CONRAD 
CARTON CUTTER 
SCRAPER KNIFE 


Your company name, trade 
mark or product on side 

of cutter — WITH 
DECALS OR IM- 
PRINTED IN 

ONE COLOR 


Packed in handsome 
slide box with 4 indus- 
trial single-edge blades. 


The perfect premium that's an ideal ‘door 
opener" for your salesmen. Through the dis- 
tribution of the Conrad Cutter to your cus- 
tomers and prospects, they will always be 
reminded of your company or your product 

. a little item that pays off in big divi- 
dends! 


Send for complete details and 
quantity prices to: 


CONRAD-PONCELL, INC. 


64-19 Fresh Pond Road 
Brooklyn 27, N. Y. 








BOOK of BOOKS 


for every 
member of 
the family 


Edition of the 
Family 
Circle Bible 


Just published. 
A top flight account opener. 


King James (Authorized) Version- 
Self pronouncing text 
Beautifully illuminated with many 
four color illustrations 
Exceptionally large easy - to - read 
type 
Words of Christ in Red 
Divinity Circuit (overlapping Covers) 
Art Leather Binding 

© Conveniently Indexed 


An exhaustive treasury of spiritual riches 
Don’t take our word, order a sample. Ask 
your friends, neighbors, ministers, business 
acquaintances and clients their opinions. We 
know you'll order more for opening new 
acounts, for increasing volume of old ac- 
counts. 

Write at once for descriptive and complete 
prices. 


UNIVERSAL BOOK & BIBLE HOUSE 
1010 Arch St., Dept C, Philadelphia 7, Pa. 
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Bentley Co., E.G. 

Boker & Co., Inc., H. 

Clauss Cutlery Co. 

Concord Shear Co. 

Cutlery Corp. of America 
Elgin Co. 

Griffin Cutlery Corp. 

Imperial Knife Associated Co., Inc. 
Lifetime Cutlery Corp. 

Lincoln Co., The A. 
Lockwood Co., Lawrence A. 
Loeb, Inc., Ben S. 

Monarch Cutlery Mfg. Co., Inc. 
Morris, Lee J. 

Murphy, Howard 

Salm Inc., Arthur 

Steelcraft Tool Mfg. Corp. 
Van Schaack Premium Corp. 
Voos Co., The 

Wiss & Sons Co., J. 


SCRAPERS 


Buxbaum Co., The 

Cameron, Inc. 

Campbell Co., W.E. 

Carolina Plastics Co. 

Columbus Plastic Products, Inc. 
Como Plastics, Inc. 
Conrad-Poncell, Inc. 

Horton Advertising Specialty Co. L.J. 
Modern Specialties Co. 
Modglin Co., Inc. 

Northwest Plastics, Inc. 
Parisian Novelty Co. 

Saltz Advertising Specialties 
Sillocks-Miller Co., The 
Weissler Co., The I. Irving 


SEWING AIDS 


Ahlbin & Sons, Inc., John 
Avog Sales 

B & M Distributing Co. 
Belding Corticelli 


BELDING CORTICELLI 


Sewing Kits and Sewing Boxes, beautiful 
and functional, available in all price 
ranges. 


1407 Broadway, New York 18, N. Y. 





Skalny Basket Co., L. 
Stewart Mfg. Co., Michael 
Traum Co., Inc., David 
Ulmann Co., Inc., Bernhard 
Weaver Pres-Kloth Co. 
White Inc., Lyn 
Worthington 5th Ave., Inc. 
Yarn-Apart Co., Inc. 

Zero Mfg. Co. 


SHAVING AIDS 


Cardinal Parfums, Inc. 
Doppelt, M.A. 

Fischer Co., I.M. 

House of Croydon, Inc. 
Mechanical Mirror Works, Inc. 
Powr-Pak, Inc. 

Richford Corp. 

Ronson Corp. 

Shavex Co. 

Windsor Chemical Laboratories 
Worthington 5th Ave., Inc. 


SILVERWARE 


Amston Silver Co., Inc. 
Beacon Sales Co. 
Bell & Co., W. 





W. BELL & CO. 


Wholesale distributors of fine silverware. 
Complete selection of sterling and silver- 
plate. 

Catalog on Request 
514 10th St., N.W., Washington 4, D.C. 

















Campro Co., The 

Carroll Co., J.B. 

Cutlery Corp. of America 
Flambeau Plastics Corp. 





FLAMBEAU PLASTICS CORP. 


#109 Deluxe Tidee Maid Sewing Box. 

Holds a thimble, scissors, tape, buttons, 

needles and pins, plus 14 spools of 

thread. Good self-liquidator premium. 
50! Seventh St., Baraboo, Wis. 











Griffin Cutlery Corp. 
Harrison Co., Inc., The 
Hornsby & McKinley 

Hunt Products, Inc. 

Le Goff Co. 

Noymer Mfg. Co. 

Peerless Fashion Service Inc. 
Penn Products Co. 

Process Co. of America 
Promotional Products Co. 
Regent Art Linen Co. 
Russell Mfg. Co. 

Sewing Machine Sales Corp. 
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Empire Mfg. Co. 

Gailstyn Co., Inc. 

Heller & Sons, Morris 

Lehman Bros. Silverware Corp. 
Lifetime Cutlery Corp. 
Nathanson Associates, Inc., N. 
National Silver Co. 
Promotional Service Inc. 

Saben Glass Co. 

Shoppers Service 

United Silver & Cutlery Co. 
Utica Cutlery Co. 

Wallace & Sons Mfg. Co., R. 
World Handforged Products 
Worth Distributors, Inc. 


SPORTING GOODS 


Aitkin Manufacturer, James E. 

American Gas Machine Co, Div. Queen 
Stove Works Inc. 

Armitage Co. 

Bentley Co., E.G. 

Compass Instrument & Optical Co., 
Inc. 

Del Rey Plastics Corp. 

Detty’s Fish Gripper 

Doppelt, M.A. 

Ever-Wear Trunk Works, Inc. 

Famous Keystone Kits Corp. 

Garcia & Co., Inc., Charles 

Gordon, Harry L. 

Jansen & Co. 

Kem Plastic Playing Cards 

Liberty Industries, Inc. 

Lockwood Co., Lawrence A. 

Mondschein & Co., Saul 

Moneco Co., The 

Murphy Co., R. 

National Chemical Refrigerants Corp. 

Plastic Innovations Inc. 

Poloron Products, Inc. 








Yes, “It’s Magic” the way these 
DOLLS OF ALL LANDS are making dol- 
lars for supermarkets all over the 
country.* But it’s magic backed up by 
sound merchandising . . . magic that 
works for anyone who tries it. Let it 
work for you too. Offer these exciting 
dolls as free awards on sales checks 
or as self-liquidating premiums. You'll 
agree “It’s Magic” the way they in- 
crease volume and profits up to 50% 
for you. 

* Actual success story figures available 
Choose from 28 DOLLS OF ALL LANDS 


8” tall 

beautiful and authentic costumes 
life-like hair 

moving eyes 

movable arms and head 
unbreakable plastic body 

FREE catalog on request 


FRENCH 


FLOWER GIRt 


Equipped to completely service 
mail order Promotions. 


Write or telephone for complete information. 


NEW SHOWROOM: 
Room 207 — 200 Fifth Ave. 


DOLLS OF ALL LANDS 


43-12 50th St. Woodside 77,N. Y. 
NEwtown 9-9464 





Queensbury Corp., The 
Rocket Skate Co. 
Sealand, Inc. 
Southwester Co. 

Straits ‘Steel & Wire Co. 
Styleraft Mfg. Co. 

Uno Tool Co., Ine. 
Waltco Products 


STAMPS 


Coles & Co. Inc., Ross 
Dixie Profit Sharing Co. 
Grossman Stamp Co., Inc. 
Harris & Co., H.E. 

New York Patent Corp. 
Variety Sales 


STATIONERY SPECIALTIES 


Addis Mfg. Co., Inc. 
Advertising Leather Co., Inc. 
Alba Art Studios 

All Plastics Corp. 

American Binder Co., Inc., The 
Bausch & Lomb Optical Co. 
Bull’s Eye Products Co. 
Campro Co., The 

Carter Industries, Inc. 
Chatham Mfg. Co. 

Columbia Card & Stationery Co. 
Cook Ge: The H.C. 

Cromwell Silver Co. 

Damar Products, Inc. 

Dart Craftsman Corp. 
Defiance Calendar Co. 

Elmira Greeting Card Co. 


Fantus Paper Products 

Fastever Corp. 

Field Mfg. Co., Inc. 

Fiorn Clock Co. 

Fontana Bros. 

Frank Paper Products Corp., Plastics 
Div. 

Franklin Metal Products Co. 

General Metalcraft Co. 

Gram Distributing Co., Inc. 

Hano Paper Co., Inc. 

Hicon Products, Inc. 

Hirsch Press, Inc. 

Imperial Crayon Co. 

Lightning Adding Machine Sales Co. 

Lombardo, S.J. 

Mayer Mfg. Corp. 

Modern Specialties Co. 

New London Industries, Inc. 

New Port & Associates, Bud 

New York Pencil Co. 

Northeastern Plastics, Inc. 

Norsid Mfg. Co., Inc., The 

Novel-Craft Mfg. Co. 

Petra Mfg. Co. 

Postamatic Co. 

Premium Sales 

Ready Reference Pub. Co. 

Reliance Picture Frame Co., Inc. 

Shank Leather Goods Co, 

Simplex Binder Co. 

Singer Leathercrafts 

Siris Products Corp., A.J. 

Speed Products Co., Inc. 

Spil-Pruf Desk Set Co. 

Stratford Pen Corp. 

Tele-Flix Co., The 

Thomsen Bookbinders, H. 


Trans-American Development Corp. 
Triad Pen & Pencil Co. 

Tuco Workshops Inc. 

Unique Industries 

United Leather Goods Corp. 

Van Schaack Premium Corp. 
Waterbury Cos., Inc. 

Weber Costello Co. 

Wells Publishing Co. 

Worcester Wire Novelty Co., Inc. 


TABLES 


Beach Importers, Inc. 

Bridge Tables & Novelties, Inc. 
Ever-Wear Trunk Works, Inc. 
Frank & Son, Inc. 

Hamilton Mfg. Corp. 

Hamden Specialty Products Inc. 
Howe Folding Furniture, Inc. 
Kraus Co., The Walter S. 
Lakeside Mfg. Co. 

Logan Mfg. Co. 

Marshallan Mfg. Co., The 
Metaloid Co., The 

Pingree Associates 

Recreations Shops 

Replogle Globes, Inc. 
Salmanson & Co., Inc. 

Toledo Guild Products, Inc. 
Wolfe, Harry M. 


TABLE ACCESSORIES 


Aladdin Industries Inc. 
American Foam Latex Co. 
American Textile Co. 
Arch Lamp Mfg. Corp. 











COMBS 


FAMILY PACKAGE 


The ideal premium. A good door opener or tie-in. 


A complete line of plastic pocket and dressing combs, made up in 
family or household units to fit your specifications. 


Write for samples and prices. 


CAMERON INCORPORATED 


4611 North Clark St. Chicago 40, IIl. 


ACCEPTABLE—PREMIUM OR GIFT 


Happy Days sell on sight. 2 sided griddle 


cast bright aluminum 


EASY TO 


& grill—heav 
highly polished. 
EASYTO * > 
USE 





Ribbed Side 
GRILLS, 


PROS USE EITHER SIDE 














Flat Side 
BAKES, 
FRIES 


Hostess Dee-Lite 
SNACK TABLES 


Two tables—plus fold away storage stand to one 
package of one color. 

Available in six luxurious colors—Antique Black 
with gold rose design; Yellow; Red; Beige, 
Green; Old Gold with black rose design. 

Legs one color—black. 

We manufacture a complete line of trays and 
racks and the sensational new Chalkboard. Also 
Wall Plaques—three to set. 

Illustrated circulars and prices upon request. 


PINGREE ASSOCIATES 


Wood Product Manufacturers 
HOPKINTON, MASSACHUSETTS 


RETAILS AT 


$495 
> GRIDDLE-GRILL 


Hundreds of 
thousands sold. Guaranteed warpless. 
A valued lifetime gift and appreciated 
premium. Write for full facts and generous discounts. 


Wm.B. Watkins Co. 72 nce” 
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B & M Distributing Co. 
Ballanoff Metal Products Co. 
Blossom Mfg. Co., Inc. 
Burwood Products Co. 
Cardinal Camera Corp. 
Cavalier Glass Co. 

Central Equipment Co. 
Glanson Co., Imports 

Grogan Co., J. Leo 

Heller & Sons, Morris 
House of Paper, Inc. 

Houze Glass Corp. 

Irvin Ware Co. 

Multitex Corp. 

Perma Hues 

Ronson Corp. 

Saben Glass Co. 

Saltzman Co., Inc., M.J. 
Semler-Wire Products, J.H. 
Specialty Steel & Wire Products Corp. 
Straits Steel & Wire Co. 
Tipp Novelty Co. 

United Plastic Corp. 

van Veen Co., Alexander 
Verity Southall Ltd. 

Wallace & Sons Mfg. Co., R. 
Wolff Woodcraft Corp., Robert 
Wolfe, Harry M. 

World Handforged Products 


TEAPOTS 


Airguide Instrument Co. 
Bacharach, Inc. 

Bellaire Enamel Co., The 
Bloomfield Industries, Inc. 
Burn, Mariann & Charles W. 
Cromwell Silver Co. 

Ekco Products Co. 

Evans International Inc. 
French Glass Co., Inc. 
Glanson Co., Imports 
Hausman Mfg. & Sales Co. 
Hill-Shaw Co. 

Lehman Bros. Silverware Corp. 
Lombardo, S.J. 

Muller Associates, John F. 
National Silver Co. 

Purinton Pottery Co. 

Ross Products Inc. 

Ruckels Potteries, Inc. 
Shepherd’s Imported Giftwares 
Sphinx Import Co., Inc. 
Taylor, Smith & Taylor Co. 
Tycer Pottery Co., W.I. 
Vollrath Co., The 

Western Stoneware Co. 


THERMOMETERS 


American Art Works Inc. 

Artbeck Corp. 

Art Calendar Co. 

Bentley Co., E.G. 

Burwood Products 

Chaney Instrument Co., John I. 

Compass Instrument & Optical Co., 
Inc. 

Cooper Thermometer Co., The 

Enterprise Mfg. of Penn., The 

Flint Hills Specialty Co. 

Florn Clock Co. 

Gimmicks Unlimited 

Larick Mfg. Co., The 

Mayer Mfg. Corp. 

National Calendar & Advertising 
Specialties 

O’Connell & Co., T.W. 

Ohio Thermometer Co. 
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Parisian Novelty Co. 

Saltz Advertising Specialties 
Taylor Instrument Cos. 
Thermometer Corp. of America 
Thornton Co. 

Universal Craftsmen Co. 
Waterbury Cos., Inc. 

Wright Advertising Specialty Co. 
Wright, Inc., John 


TOOLS, KITS 


American Mercantile Co., Inc. 
Armitage Co. 

Boker & Co., Inc., H. 

B & M Distributing Co. 

Bayes Mfg. Co., Inc. 

Dormeyer Corp. 

Famous Keystone Kits Corp. 
Fulton Tool Co. 

Gam Mfg. Co. 

Griffin Cutlery Corp. 

Hamilton Import Corp. 

Imperial Knife Associated Co., Inc. 
Lipic Pen Co., Joseph 

Loeb, Inc., Ben S. 

Los Feliz Products Inc. 
Mid-West Distributing Co. 
Noymer Mfg. Co. 

Oster Mfg Co., John 

Oxwall Tool Co., Ltd. 

Portable Electric Tools, Inc. 
Rosenberg Bros. & Co. 

St. Louis Pencil Co. 

Salm Inc., Arthur 

Schneiderman & Co., S. 

Shelton Plane & Tool Mfg. Co. 
Shoppers Service, Inc. 

Utica Cutlery Co. 
Vulcan Electric Co. 


TOYS 


Ajax Plastic Corp. 

Alabe Crafts Inc. 

Alladin Plastics Inc. 

Alox Mfg. Co. 

Alta Products 

American Factory Sales Co. 
Arcadia Doll Co., Ine. 
Artbeck Corp. 

Athol Comb Co., The 
Banks, Sunny S. 

Barr Ruber Products Co. 
Bayshore Industries, Inc. 
Beistle Co., The 
Benjamin Co., W.R. 
Benley Co., The 

Bergey, Joseph R. 
Berghoff Associates, Inc. 
Bersted’s Hobby Craft, Inc. 
Bilnor Corp. 

Bradley Co., Milton 
Brockman, P.C. 

Brrr Products Co. 
Brumberger Sales Corp. 
Burwood Products Co . 
Cardinal Camera Corp. 
Carrom Industries, Inc. 
Century Plastic Co. 
Comet Metal Products Co., Inc. 
Consolidated Toy Mfg. Co. 
Cossman & Co., E. Joseph 
Count-Rite Corp. 

Del Rey Plastics Corp. 
Eclipse Import Co. 
Eldon Mfg. Co. 
Embossing Co., The 
Emenee Industries 





. 


NEW! FREE! 


1955 CATALOG 


112 Illustrated Items 


Advertising Specialties 
Business Gifts 


Premiums 

Wonderful new catalog, jam- 
packed with exciting new items 
you won’t find anywhere else. 
Just the answer for fresh, dif- 
ferent, practical ideas that are 
sure to click. Featured house- 
wares. All items fully illustrated 
and described with prices in- 
cluded. Just fill out the coupon 
and return — for extra speed, 
wire or phone today. 


—_— = = = -— on 
: PUBLICITY PARK DIVISION, Dept. CT-6 


WIN CUSTOMER 
APPROVAL 
WITH 


Advertisers Publishing Co., 944 Wall, Ann Arbor, Mich. 
PLEASE RUSH your new 1955 catalog, at no cost to me. ! 
am a recognized advertising specialty or premium buyer [] 


(CD jobber, (0 exporter 





PUBLICITY PARK 








PRODUCTS ! 








Enterprise Model Aircraft & Supply 


Co., Inc. 
Gits Products 
Gold Co., The 
Hamilton Mfg. Corp. 
Handal & Bro., Inc., 
Hicon Products, Inc. 
Hi-Flier Mfg. Co., The 
Hol-le Toy Co. 
Ideal Toy Corp. 
International Plastic Co. 
Jenneal Toys Inc. 
Kilgore, Inc. 
Kirchhof Patent Co., Inc., 
Kraus Co., The Walter S. 
Kusan, Inc. 
Le Goff Co. 
Logan Mfg. Co. 
L-U-C-E Mfg. Co. 
Modglin Co., Ine. 
Modeschein & Co., Saul 
Moneco Co., The 
Nadel & Sons 
Nathanson Associates, Inc., N. 
Newport Associates, Bud 
New York Patent Corp. 
Northwest Products Co. 
Novel-Craft Mfg. Co. 
Plastic Innovations, Inc. 
Prevue Radsell Co. 


Victor B. 


The 


Product Miniature Co. Inc. 
Queensbury Corp., The 
Redmon Sons & Co., W.C. 
Regent Art Linen Co. 
Revell Inc. 
Rocket Skate Co. 
Standard Pyroxoloid Corp. 
Star Mfg. Co. 
Statler Mfg. Co. 
Talking Tape Co., The 
Tele-Flix Co., The 
Temple Co., Inc. 
Tracies Co., The 
Travel Goods, Inc. 
Universal Tube & Container Co. 
Van Dam Rubber Co., Inc., The 
Wal-Feld Co., Inc., The 
Waterbury Cos., Inc. 
Westland Plastics, Inc. 

TRAYS, ASH 
Absecon China & Glass Decorators 
Acme Premium Supply Corp. 
Advertisers Publishing Co. 
American Binder Co., Inc., The 
Amston Silver Co., Inc. 
Anchor Hocking Glass Corp. 
Award Incentives Inc. 
Bartlett-Collins Co. 
Bennett & Co., J. 
Berkeley Mfg. Co. 





“Keag of the Cowboys : 


Roy Wace 


pi ? \WRIST WATCHES 


NBC Television 
NBC Radio 
Newspaper Comics 
Comic Books 


Te) Sa -10) 6) 


ROY ROGERS’ 
Multi-Million Audiences 
Are Pre-Sold Daily 
Thruout the Year! 


Roy Rogers gets top billing in 
every field —Television, Motion 
f Pictures, Radio, Newspaper 
Y Comics, Comic Books, Personal 
Appearances and advertising 
in Life Magazine. That’s why 
ROY ROGERS WRIST 
WATCHES are top sellers 
everywhere. Thrilling gifts for 
every youngster. 
Chrome Plated Case, Stainless Steel Back, Full 
Color Picture of Roy Rogers 
Genuine leather Western Retail $495 Tox 
style strap. 


and Trigger on dial — 
Other Models $5.95 and $6.95 


COFFEE & TEA 





INDUSTRIES and The 


Blavka China Decorators, J & G 
Bloomfield Industries, Inc. 
Burn, Mariann & Charles W. 
Carolina Plastics Co. 

Chicago Metallic Mfg. Co. 
Color Craft Co. 

Count-Rite Corp. 

Cristil Co., J.H. 

Dazey Corp., The 

Ebenezer Cut Glass Co., Inc 
Gross, Wm. M. 

Guilford Arts 

Handal & Bro., Inc., Victor B. 
Hazel-Atlas Glass Co. 

Heller & Sons, Morris 

House of Bronze 

House of Brass Products Co. 
Houze Glass Corp. 

Indiana Glass Co. 

Justrite Ceramic Co. 

Knowles China Co., The Edwin M. 
Lombardo, S.J. 

Mayer Mfg. Corp. 

Osborne Coinage Co. 

Process Co. of America 

Ross Products Inc. 

Ruckels Potteries, Inc. 

Saben Glass Co. 

Sabin China Co. 

Salem China Co., The 

Salm, Inc., Arthur 

Straits Steel & Wire Co. 
Taylor, Smith & Taylor Co. 
Tipp Novelty Co. 

Trayco, Inc. 

Verity Southall Ltd. 

Weissler Co., The I. Irving 
White Studios 

World Handforged Products 
Wright Advertising Specialty Co. 
Wright, Inc., John 


TRAYS, SERVING 


Advertisers Publishing Co. 
American Art Works Inc. 
Artmor Plastics Corp. 

Beach Importers, Inc. 

Beacon Plastics, Corp. 

Bennett & Co., J. 

Bergey, Joseph R. 

Color Craft Co. 

Columbus Plastics Products, Inc. 
Como Plastics, Inc. 

Count-Rite Corp. 

Cristil Co., J.H. 

Cromwell Silver Co. 

Drexel Enterprises Inc. 

Guilford Arts 

Heller & Sons, Morris 

Houze Glass Corp. 

Hunter Metal Industries 
Lakeside Mfg. Co. 

Lehman Bros. Silverware Corp. 
Leipzig & Lippe, Inc. 

Light Metals Corp. 
Marshallan Mfg. Co., 
Nalle Plastics, Inc. 
National Silver Co. 
Novel-Craft Mfg. Co. 
Pingree Associates 
Replogle Globes, Inc. 

Salton Mfg. Co., Inc. 
Shepherd’s Imported Giftwares 
Tipp Novelty Co. 

Unique Industries 

United Plastic Corp. 

United Silver & Cutlery Co. 
Vollrath Co., The 

White Studios 


The 


Field 


Flavor 





Wolff Woodcraft Corp., Robert 
World Handforged Products 
Wright, Inc., John 

Zenith Plastics Co. 


TUMBLERS 


Aladdin Plastics Inc. 
Anchor Hocking Glass Corp. 
Bartlett-Collins Co. 

Beacon Plastics Corp. 
Berghoff Associates, Inc. 
Blisscraft of Hollywood 
Color Craft Co. 

Columbus Plastic Products, Inc. 
Como Plastics, Inc. 
Count-Rite Corp. 

Cristil Co., J.H. 

Ebenezer Cut Glass Co., Inc. 
Eldon Mfg. Co. 

Federal Glass Co., The 
Flambeau Plastic Corp. 

Gay Fad Studios 
Hazel-Atlas Glass Co. 
Kilgore. Inc. 

Light Metals Corp. 

Nalle Plastics, Inc. 
Novel-Craft Mfg. Co. 
Perma Hues 

Regal Ware Inc. 

Ruckels Potteries, Inc. 

Sabin China Co. 

Vollrath Co., The 

Watt Pottery Co., The 
West Bend Aluminum Co. 


UTENSILS, COOKING 


Aluminum Cooking Utensil Co., Inc., 
The 

B & W Specialty Co. 

Bellaire Enamel Co.. The 

Berg, Hedstrom & Co., Inc. 

Bremmer Co.. W.S. 

Buckeye Aluminum Co., Div. Mardigian 
Corp. 

Chicago Metallic Mfg. Co. 

Coles & Co.. Inc., Ross 

Columbian Enameling & Stamping Co., 
Inc. 

Cristil Co., J.H. 

Evans International Inc. 

Foley Mfg. Co. 

Frohock-Stewart Co. 

G & S Metal Products Co. 

Krag Steel Products, Inc. 

Libertv Industries, Inc. 

Mid-West Distributing Co. 

Norris Thermador Corp. 

Parker-Gaines, Div. Tex Machine Co. 

Perma Hues 

Regal Ware, Inc. 

Tycer Pottery Co. W.T. 

Utica Cutlery Co 

Van Schaack Premium Corp. 

Vollrath Co., The 

Watkins Co., The Wm. B. 

West Bend Aluminum Co. 

Wisconsin Aluminum Foundry Co., 
Tne. 


VASES, PITCHERS 


Absecon China & Glass Decorators 
Acme Premium Supply Corp. 
Aladdin Industries Inc. 
Barlett-Collins Co. 
Blavka China Decorators, J & G 
Cristil Co., J.H. 

(Continued on page 44) 
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Index to Premium Suppliers 





AAA Advertising Prods. Corp., 188 Imlay St., 
B’klyn, N. Y. 

ABC Printers, Inc., 532 S. Throop St., Chi- 
cago 

A & H DOLL MFG. CORP., 43-12 50th St., 
Woodside, N. Y. 

Absecon China & Glass Decorators, 233 New 
Jersey Ave., Absecon, N. J. 

Accro Watch Co., Inc., 31 W. 47th St., New 
York 

Accurate Leather & Novelty Co., 3416 W. 
Roosevelt Rd., Chicago 

Acme Metal Goods Mfg. Co., 2 Orange St., 
Newark, N. J. 

Acme Premium Supply Corp., 1113-23 S. 12th 
St., St. Louis 

Adcrafters Co., 325 W. Huron St., Chicago 

Addis Mfg. Co., Inc., 571 Liberty Ave., B’klyn, 


N. Y. 
Adler-Jones Co., 521 S. Wabash Ave., Chicago 
Admiration Handbag Co., 67 Kneeland St., 
Boston 
ADVERTISERS’ ge pai CO., 944 Wali 


St., Ann A ¥ 

Advertising Leather Specialty Co., Inc., 302 
5th Ave., New York 

Advertising Specialty Associates, 114 Liberty 
St., New York 

Aetna Leather Novelty Co., 347 5th Ave., New 


York 

Affiliated Machine & Tool Co., 260 West St., 
New York 

Ahlbin, John & Sons, Inc., 188 Garden St., 
Bridgeport, Conn. 

Airguide Instrument Co., 2210 Wabansia Ave., 
Chicago 

Air King Luggage Co., 207-213 Green St., 
New York 

AIR-TRON, INC., 3536 W. 16th St., Indian- 


is 
Aitken Mfr., James E., 812 S. St. Clair St., 
Toledo, O. 
Ajax & Sons, Inc., E. J., 250 10th Ave., S., 
Minneapolis 
Ajax Plastic Corp., 259 W. 14th St., New 


York 

Ajax Quilting & Mfg. Co., 3001 S. Kilbourn 
Ave., Chicago 

Alabama Mfg. Co., First Ave., N. at 13th 
St., Birmingham, Ala. 

Alabe Crafts, Inc., 5th at Central, Cincin- 
nati, O. 

Aladdin Industries, Inc., 703-5 Murfreesboro 
Rd., Nashville, Tenn. 

Alba Art Studios, 2214 S. Michigan Ave., Chi- 


cago 

ALBE LAMP & SHADE CO., INC., 2042 
Amber 8t., Philadelphia 

Alka Novelty Co., Inc., 123-125 W. 28th St., 
New York 

Alladin Plastics Inc., 5771 W. 96th St., Los 
Angeles 

ALLIED MANUFACTURING INC., 87 Wash- 
burn St., Bridgeport, Conn. 

ALLOVER MANUFACTURING CO., 18th and 
Flett, Racine, Wis. 

ALL PLASTICS CORP., Avon-By-The-Sea, 
New Je! 

All Power Mfg. Co., 400 Roosevelt Ave., Mon- 
tebello, Calif. 

Almont Mfg. Co., Ine., 36 Whittier St., 
Boston 

Alox Mfg. Co., 6160 Maple Ave., St. Louis 

Alta Products Corp., 350 Fifth Ave., New 
York 

Aluminum Casting & Appliance Co., Ltd., 126 
E. Irving St., Bucyrus, O. 

ALUMINUM COOKING UTENSIL CO., INC., 

HE, 5th Ave. and llth St., New Ken- 


Penna. 

American Art Works, Inc., Coshocton, O. 

American Binder Co., Inc., 230 Taaffe P1., 
B’klyn, N. Y. 

American Casserole & Spec. Co., Ine., 54 
Franklin St., B’klyn, N. Y. 

American Cooper Sponge Co., 189 Charles 
St., Providence, R. I. 

American Fab-Tex Co., 3348 W. Lake St., 
Chicago 

American Factory Sales Co., Box 32026 Los 
Angeles 

AMERICAN FAMILY SCALE CO., 515 8. 
Laflin St., Chicago 

AMERICAN FOAM LATEX CO., 2840 Liberty 
Ave., Pittsburgh, Penna. 

American Gas Machine Co., div. Queen Stove 
Works, Inc., Albert Lea, Minn. 

American Mercantile Co., Inc., 33 W 42nd St., 
New York 

American Muffler Co., 1280 Tremont St., 
Boston 

American Safety Razor Corp., 380 Madison 
Ave., New York 

American Textile Co., 49th and Harriso: Sts., 
Pittsburgh, Penna. 

Amsterdam Printing & Litho Co., Amster- 
dam, Y 


Amston Silver Co., Inc., 19 Capitol Ave., 
Meriden, Conn. 

Anchor Hocking Glass Corp., 300 Glass Ave., 
Lancaster, Penna. 

Anita Textiles, P.O. Box #401, Daiton, Ga. 

Antioch Booknlate Co., Yellow Springs, O. 

Apex Optical Corp., 50 Valley St., Providence, 
R 


5, 

Appliance Corp. of America, 1165 Broadway, 
New York 

Aquada Prods., Inc., 719 Broadway, New 


York 
ae Doll Co., 605 E. 132nd St., Bronx, 
ee. 


pom ‘Lamp Mfg. Corp., 96 Prince St., New 
York 

Armitage Co, 2128 S. Kedzie, Chicago 

Artbeck Corp., 1432 W. Van Buren St., Chi- 
cago 

Art Button Novelty Mfg. Co., 12-16 E. 22nd 
St., New York 

Art Calendar Co., 140 N. Front St., Phila- 
delphia 

Artisan-Ware Inc., 1580 E. 45th St., B’klyn, 
N. Y. 

Artmore Co., 1255 N. 6th St., Milwaukee, 
Wis. 

Artmor Plastics Corp., 1003 Oldtown Rd., 
Cumberland, Md. 

ASHER BROOM CO., 1110 8. 2nd St., Phila- 
delphia 


Asselin Fur Inec., Victor, 363 7th Ave., New 


York 

ASSOCIATED SEED GROWERS, INC., As- 
grow Home Garden Div., Cambridge, 
N.Y. 


Athol Comb Co., 261 Fifth Ave, New York 

Aurora Industries, Inc., 413 W. Erie St., Chi- 
cago 

Autoyre Co., Oakville, Conn. 

Avog Sales Co., Inc., 11 Park Place, New 


York 

Award Incentives, Inc., 200 William St., New 
York 

Aztec Prods. Co., Box 943, Grand Junction, 


B & M DISTRIBUTING CO., 2016 E, 11th 6t., 
Tacoma, Wash, 

B & W Specialty Co., 123 Canal St., Shelton, 
Conn. 

Bacharach Inc., 230 5th Ave., New York 

Badgley Mfg. Co., 2637 N. Union Ave., Port- 
land, Ore. 

Ballonoff Metal Prods. Co., 2536 Euclid Ave., 
Cleveland, O. 

Banks, Sunny S., 200 5th Ave., New York 

Barr Rubber Prods. Co., 1500 First St., San- 
dusky, O. 

Bartender Products, Mr., 5759 Joanne PIL, 
Culver City, Calif. 

BARTLETT-COLLINS CO., P. 0. Box 519, 
Sapulpa, Okla. 

Bassett Co., W. E., Derby, Conn. 

Bausch & Lomb Optical Co., 53 Bausch St., 
Rochester, N. Y. 

Bayes Mfg. Co., Inc., 30 Irving Pl., New York 

Bayshore Industries, Inc., P.O. Box 151, 
Elkton, Md. 

Beach Importers, Inc., 104 Pioneer Plaza, El 
Paso, Tex. 

Beacon Enterprises, Inc., 286 5th Ave., New 
York 

Beacon Plastic & Metal Prods., Ine., 280 
Madison Ave., New York 

Beacon Plastics Corp., 82 Needham St., New- 
ton Highlands, Mass. 

Beacon Sales Corp., 37 S. Wabash Ave., Chi- 
cago 

Beistle Co., 14-18 E. Orange St., Shippens- 
burg, Penna. 

BELDING CORTICELLI, 1407 Broadway, 
New York 

BELL, W. & CO., 514 10th St., N. W. Wash- 
ington, D. C. 

Bellaire Enamel Co., 18th St., Bellaire, O. 

Benjamin, W. R. Co., Granite City, Ill. 

Benley Co., The, 997 ‘Broadway, B'klyn, N.Y. 

Bennett, J. & Co., 360 Furman St., B’klyn, 
N. Y. 

Bennington Brush Co., Inc., 190 North St., 
Bennington, Vt. 

Benrus Watch Co., Inc., 50 W. 44th St., 
New York 

Bentley, E. G. Co., 228 N. La Salle St., 
Chicago 

Bergey, Joseph R., 225 Fifth Ave., New 
York 


Berg, Hedstrom & Co., Inc., 79 Wall S8t., 
New York 

Berghoff Associates, 511 N. La Cienega P1., 
Los Angeles, Calif. 

Berkeley Mfg. Co., 2723 Archer =  Ave., 
Chicago 

Bersted’s Hobby Craft, Inc., Monmouth, III. 
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Better Houseware Co., 1123 Broadway, New 
York 

Bilnor Corp., 300 Morgan Ave., B’klyn, N. Y. 

Bird, Rowland G, Imports, 17715 Gulf Blivd., 
Madeira Beach, Fla. 

Blavka, J & G, P. O. Box 1281, Trenton, N. J. 

Blisscraft of Hollywood, 927 N. Orange Dr., 
Hollywood, Calif. 

Blocaris Co., 755 Boylston St., Boston 

Bloomfieid Industries, 4546 W. 47th St., 
Chicago 

Blossom Mfg., Co., Inc., 915 Broadway, New 
York 

Blue Mill Knit Goods Co., 
York 

Blue Ridge Spread Co., 
York 

BLUFFTON SLAW CUTTER, Biuffton, O. 

Bobrich Products, Corp., 330 5th Ave., New 
York 

Bogene, Inc., 286 5th Ave., New York 

Bogle, Inc., 2309 Lee Rd., Cleveland, O. 

Boker, H. & Co., Inc., 101 Duane St., New 
York 

Boland Mfg. Co., 3rd & Johnson Sts., Winona, 
Minnesota 

Bonita Handbag Mfg. Co., Inc., 
St., New York 

Bonny Prods. Co., 

Bonnytex Co., Inc., 

Boonton Handbag Co., Inc., 
New York 

Borg-Erickson Corp., 
Chicago 

Inc., Hugo, Bosca Park, Spring- 


Ballston Spa, New 


40 Worth St., New 


208 E. 27th 


101 Park Ave., New York 
260 5th Ave., New York 
15 E. 32nd 8t., 


1133 N. Kilbourn Ave., 


Bowers Lighter Co., 610 W. Willard St., 
Kalamazoo, Mich. 

Bowlin, Co., J. P., 2908 W. Lancaster St., 
Fort Worth, Texas 

Bradley, Milton Co., 74 Park St., Springfield, 
Mass. 

BRADLEY TIME CORP., 24th St., 
New York 

Braided Rug & Specialties Co., 
Pawtucket, R. I. 

Brearley Co., The, 
Rockford, Ill. 

Brecher Bros., Inc., 38 W. 32nd St., New York 

Bremer Co., W. 8S. New, Washington, Ohio 

Briddell, Inc., Chas. D., Crisfield, Md. 

Bridgeport Metal Goods Mfg. Co., 355 Cherry 
St., Bridgeport, Conn. 

Bridge Tables & Novelties Inc., 
St., Lowell, Mass. 

Brockman, P. C., 2387 Peachtree Rd., N. E. 
Atlanta, Ga. 
Brown, Co., H. W., 
Chatham, N. J. 
BROWNIE MFG, CO., 55 Frankfort St., New 


P. O. Box $1, Hasbrouck 


19 W. 
28 Bayley St. 


2107 Kishwaukee St., 


80 Rogers 
19 Lafayette Ave., 


York 
Brrr Products Co., 
Hegts., N. J. 
Se Sales Corp., 34-34th St., New 


BUCKEYE ALUMINUM CO.. Div. 
770 Spruce St., Wooster, O. 
Bull's Eye Products Co., 15 W. 44th St., 
New York 
Burgess Cellulose Co., Freeport, Il. 
Burn, Mariann & Charles W., 225 5th Ave., 
New York 
— pee. Co., 1208 E. Water St., Syracuse, 


Burpee Can Sealer Co., Barrington, III. 

Burpee Co., W. Atlee, Hunting Park Ave. at 
18th St., Philadelphia 

Burwood Prods. Co., Box 306, Traverse City, 
Mich. 

Buxbaum Co., 1212 Seventh St., S. W. Canton, 
oO. 

Calvert Luggage Co., Inc., 209 W. Baltimore 
St., Baltimore, Md. 

Calvine Cotton Mills, 1407 Broadway, New 


York 

CAMERON, INC., 4611 N. Clark St., Chicago 

CAMPBELL ©O., W. E., 32 North Western 
ve., Dayton, O. 

Campro Co., 1300 Fourth 8t., S. W., 
Oo, 

Canvas Specialty Co., 54 W. 2ist St., New 
York 

Cardinal Camera Corp., 
Island City, N. Y. 

Cardinal Parfums Inc., 763 
B’klyn, N. Y. 

Carolina Plastics Co., 2801 N. Tryon St., 
Charlotte, N.C. 

CARROLL CO., J. B., Carroll & Albany Aves., 
Chicago 

Carrom Industries, Inc., Ludington, Mich. 

Carter Industries, Inc., 520 8S. Fulton Ave., 
Mt. Vernon, N. Y. 

Carter Leather Goods Co., Inc 
New York 

Casselini, Inc., 244 Oak St., Providence, R. I. 

CATTARAUGUS CUTLERY CO., 6th St., 
Little Valley, New York 

Cavalier Glass Co., 21-16 44th Rd., Long 
Island City, N. Y. 

Central Equipment Co., 1112 S. Wabash Ave., 
Chicago 

CENTRAL FLAG & BANNER CO., 8463 St. 
Clair Ave., Rossmoyne, O. 

Central States Paper & Bag Co., Inc., 5221 
Natural Bridge, St. Louis 
Central States Specialties, Inc., 
Washington Blvd., Chicago 
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Canton, 


36-12 34th St., Long 


Utica Ave., 


., 712 Broadway, 


549 W. 


Century Plastic Co., Hudson, Mass. 

Century Prod. Works, Inc., 507 W. 
New York 

Century game ag Co., 
Chicag 

CHADBOU RN SALES CORP., 
State Bldg., New York 

Chaney Instrument Co., John L., 858 Main St., 
Lake Geneva, Wis. 

Charette Inc., 15 W. 24th St., New York 

Chatham Mfg. Co., 915 Broadway, New York 

Chatham Mfg. Co., 57 Worth St., New York 

Chattanooga Royal Co., Chattanooga, Tenn. 

Chavel Prods. Co., Inc., 307 Fifth Ave., 
New York 

Chicago Metallic Mfg. Co., 3711 8S. Ashland 
Ave., Chicago 

Chicago Sales Engineering Co., 1 E. Hillgrove 
Ave., La Grange, Il. 

CHINA ARTWARES, Box 30, East Palestine, 
0. 


56th St., 
836 W. Roosevelt Rd., 
4219 Empire 


es CORP., 359 W. Broadway, New 

Cinderella Knitting Mills Inc., 350 Fifth Ave., 
New York 

Claridge Novelty Co., 
Yor 

Clauss Cutlery Co., 223 N. 
Fremont. Ohio 

Colad Co. Inc., 701 Seneca St., Buffalo, N. Y. 

Coles & Co., Inc., Ross, 333 W. Lake, Chicago 

Color Craft Co., 802 E. Market St., India- 
napolis 

Columbia Basin Plastics Co., 1960 8S. W. 
Harbor Dr., Portland, Ore. 

Columbia Card & Stationery Co., 
Ave., Pittsburgh, Penna. 

Columbia Industries, 2436 Bryn Mawr Ave., 
Chicago 

Columbian Enameling & Stamping Co., Inc., 
1536 Beech St., Terre Haute, Ind. 

Columbus Plastic Products Inc., 1625 W. 
Mound S8t., Columbus, O. 

Comet Metal Products Co., Inc., 
Richmond Hill, N. Y. 

Como Plastics Ine., 1703 
Columbus, Ind. 

Compass Instrument & Optical Co., Inc., 104 
E. 25th St., New York 

Concord Shear Co., 71 Murray St., New York 

CONRAD- PONCELL INC., 64-19 Fresh Pond 

. Brooklyn, N. Y. 

Consolidated Toy Mfg. Co., 49 Osgood S&t., 
Methuen, Mass. 
Cook Co., The, H. C., 

Conn. 
Cooper Thermometer Co., The, 
nn. 
OCORDOMATIC DIV. VACUUM CLEANER 
CORP., 1724 W. Indiana Ave., Phila- 


ia 
Coro Inc., 47 W. 34th St., New York 
Cossman & Co., Joseph E., 7015 Sunset Blvd., 
Los Angeles 
Count-Rite Corp., 5611-15 Hough Ave., Cleve- 


1181 Broadway, New 


Prospect St., 


319 Dell 


91-04 132 St., 


Keller Ave., 


Beaver St., Ansonia, 


Pequabuck, 


land 

Craftmaid Mfg. Co., Inc., 235 S. First St., 
Brooklyn, N. Y. 

Craig Industries, Inc., 
N. E., Canton, O. 

Cranston Crokers Co., 
Cranston, R. I. 

Cristil Co., J. H., Edgerton, O. 

Cromwell Silver Co., 40-05 21st St., Long 
Island COity, N. ¥. 

Crosley & Bendix, Home Appliance Div., 1329 
Arlington St., Cincinnati 

Crown Luggage Co., Inc., 413 W. Redwood, 
Baltimore, Md. 

Crystal-Tex Co., 45 South Raymond, Pasa- 
dena, Calif. 

Cutlery Corp. of America, 85 Washburn S&t., 
Bridgeport, Conn. 


1800 Wallace Ave., 


1707 Cranston St., 


Damar Products, Inc., 233 Frelinghuysen 
Ave., Newark, N. J. 
Danlee Co., 14408 Calvert St., 
Calif. 

Danlo Mfg. Co., 
Portland, Ore. 

Dart Craftsman Corp., 
New York 

Davis & Catterall, 1410 Broadway, New York 

Dazey Corp., The, Warne & Carter Aves., 
St. Louis 

Decra Enterprises, Inc., 
Ave., Yonkers, N. Y. 

Defiance Calendar Co., 
Chicago 

Delmar Tie Co., Inc., 267 
Youngstown, O. 

DEL REY PLASTICS CORP., 200 Fifth Ave., 
New York 

Delsam Co., The, P. O. Box 182 
Del. 

Delta Electric Co., 33rd & Nebraska St., 
Marion, Ind. 

Detty’s Fish Gripper, 132 Atkins Ave., Lan- 
caster, Penna. 

Deutsch Inc., J. M., Orrton Ave. & Arlington 
St., Reading, Penna. 

Devalera Manufacturers, 58 Old Broadway, 
New York 

DEXTER-MAHNKE INC., 
Milwaukee 

Diamond Case Co., Inc., 30 W. 26th St., New 
York 


Van Nuys, 


16515 N.E. Sandy Blvd., 


240 Madison Ave., 


923 Old Nepperhan 
209 S. Jefferson St., 


Federal St., 


7, Wilmington, 


233 E. Erie St., 


COFFEE & TEA 


INDUSTRIES 


Diapin Co., The, P.O. Box 4915, Portland, 


Ore. 
Dixie Profit Sharing Co., 423 E. 98th St., 
Brooklyn, N. Y. 
Donald Art bs gy Fa ag Donald Art Bldg., Ma- 
marone 
DOLLS OF ‘ALL LANDS, 43-12 50th St., 
Woodside, N. Y. 
Diperaft Mfg. Co., 
burgh, Penna. 
Diplomat Cigarette Holder Co., ,33-58 59th 
Woodside, N. Y. 
M. A., 1828-32 S. Canalport Ave., 


4830 Hatfield St., Pitts- 


Dormeyer Corp., Kingsbury & Huron Sts., 
Chicago 

Dow Corning Corp., Midland, Mick. 

Drexel Enterprises Inc., Litchfield, Conn, 

Drukker International Cos, 460 Washington 
St., New York 

Du-All Mfg. Co., 
Geneva, O. 

DUBBIE-JAMES CO., 5 S. 
Chicago 

Dunn Bros., 139 Baker St., Providence, R. I. 

Duplex Pen & Pencil Co., 65 West Broadway, 
New York 

Durable Fibre Sample Case Co., 207-9 
Wooster St., New York 

Durable Toy & Novelty Corp., 
Hackensack, N. J. 

Duray Co., Ine., The, 95 
Brooklyn, N. Y. 


The, 111 N. Eagle St., 


Wabash Ave., 


175 Essex St., 


Lorimer 8t., 


Eagle Electric Mfg. Co., Inc., 23-10 Bridge 
Plaza S., Long Island City, N. Y. 

Eagle Pencil Co., 703 E. 13th St., New York 

Eastern Seaboard Plastics, Inc., 217 Astor 
St., Newark, N. J. 

Easy Day Mfg. Co., 9 Station St., 
Mass, 

Ebenezer Cut Glass Co., Inc., P.O. Box 2498, 
Buffalo, N. Y. 

Eclipse Import Co., 22 E. 17th St., New York 

ECLIPSE METAL MFG. CO., 1166 Broadway, 
New York 

Edlund Co., Inc., 

Ekco Products Co., 


Brookline, 


Burlington, Vt. 

1949 N, Cicero Ave., Chi- 
cago 

Eldon Mfg. Co., 1010 E. 62nd St., Los 
Angeles 

Elgin Co., 171 Madison Ave., New York 

Elkington, L. A., 323 E. 34th St., New York 

Elmira Greeting Card Co., 501 E. Clinton 
St., Elmira, N. Y. 

Embossing Co., The, 200 5th Ave., New York 


EMENEE INDUSTRIES, 200 5th Ave., New 
York 


0 
Empire Curtain Co., The, 4077 Park Ave., 
New York 
Empire Mfg. Co., 
City, Mo. 
Endicett-Seymour, 2105 Jackson Ave., Ann 
Arbor, Mich. 

Enterprise Mfg. Co. of Penna., The, 3rd & 
Dauphin Sts., Philadelphia 

Enterprise Model Aircraft & Supply Co., Inc., 
234 E. 2nd St., Mineola, N. Y. 

Ester Leather Co., 145 St. Paul St., Rochester, 
N. Y. 


1111 Grand Ave., Kansas 


Evans International Inc., 194 Great Rd., Ac- 
ton, Mass. 

Everts Co., Harold, 200 5th Ave., 

Ever-Wear Trunk Works Inc., 
Morgan St., Chicago 

Excello, Ltd., 1400 W. Fulton St., 


New York 

1210-20 S&S. 

Chicago 

Fairway Foods Inc., 1930 Como Ave., St. 
Paul, Minn. 

Falcon Rule Co., Auburn, Maine 

Falco Products Co., 2626 Parrish St., 
delphia 

Falge Engineering Corp., 4733 Elm St., Beth- 
esda, d. 

Famous Keystone Kits Corp., 1480 Milwaukee 
Ave., Chicago 

Fantus Paper Products, 1644 N. Honore St., 
Chicago 

Farbach Chemical Co., 4208 Airport Rd., Cin- 
cinnati, O. 

Farber Enterprises, Inc., 
St., New York 

Fastener Corp., 860 Fletcher St., Chicago 

Federal Glass Co., The, 515 E. Innis Ave., 
Columbus, 0. 

Federal Tool Corp., 3600 W. Pratt Bivd., Chi- 
cago 

Feoinster Co., W. R., Brooklyn, Mich. 

Ferber Pen Corp., Englewood, N. J. 

Ferguson & Assoc., J. G., 6 N. Michigan Ave., 
Chicago 

Field Mfg, Co., Inc., 303 5th Ave., New York 

Fischer Co., I. M., 292 5th Ave., New York 

Fishman Inc., 312 7th Ave., New York 


FLAMBEAU PLASTICS CORP., 501 7th St., 
ji 
P.O. Box 293, N. Can- 


Phila- 


Alfred, 71 W. 23rd 


» Ss. 
Flexible Sales Co., 
ton, O. 

Flint Hills Specialty Co., 
Burlington, lowa 
Florn Clock Co., 1261 Broadway, New York 
Flowers of Hawaii, 670 S. Lafayette Park 

.. Los Angeles 
Mfg. Co., 3300 N. E. 5th St., 
li 


316 N. 4th St., 


Minne- 


Fontana Bros., 48 E. 2ist St., New York 
Forrest Yarn Co., 45 E. Scottdale Rd., Lans- 
downe, Penna. 
and The Field 


Flavor 





Frank & Son, Inc., 470 4th Ave., New York 

Frank Paper Products Corp., 2941 E. Warren, 
Detroit, Mich. 

Franklin Metal Products Co., 16 W. Kinzie 
St., Chicago 

Fred-Leslie Corp., 39 Sudbury St., Boston 

Freedman, Irving, 80 4th Ave., New York 

Fremont Bags, 1480 Commonwealth Ave., 
Brighton, Mass. 

French Glass Co., Inc., 610 5th Ave., New 
York 

French Saxon China Co., The, Sebring, O. 

Friedman & Sons, 12 W. 32nd St., New York 

Fritz & Co., A., 92 Greene St., New York 

Frohock-Stewart Co., 8 Harris Court, Wor- 
cester, Mass. 

Fulton Mfg. Corp., 206 Michigan St., Tol- 
edo, O. 

Fulton Tool Co ., 462-32 Wythe Ave., Brook- 
lyn, N. 

Funke & Hoffman, 11 W. 42nd St., New York 

G & S Metal Products Co., 3148 W. 32nd St., 
Cleveland, O. 

sage Co., Inc., The, 1150 Broadway, New 


Yo 

GAM MANUFACTURING CO., 315 E. Marion 
St., Lancaster, P. 

Garcia & Co., Inc., 
New York 

Gay Fad Studios, Box 391, Lancaster, O. 

Gelber Co., Samuel S., 162 N. Clinton St., 
Chicago 

General Lamps Mfg. Corp., & Faries Div., 
450 N. 9th St., Elwood, Ind. 

General Liquids Corp., 5140 Reisterstown Rd., 
Baltimore, Md. 

General Merchandise Supply Co., 1645 Henne- 
pin Ave., Minneapolis 

General Metalcraft Co., 51 Greene St., New 
York 

George Pottery Co., W. S. The, East Pales- 
tine, 

Georgianna, P. O. Box 267, Dalton, Ga. 

Gerilyn Sales Co., Inc., 1292 St. Johns PIl., 
Brooklyn, N. Y. 

Germain’s, Inc., 6400 E. Washington Blvd., 
Los Angeles, Calif. 

Gessler Mfg. Corp., 1 Joralemon 8t., 


enna. 
Charles, 268 4th Ave., 


Brook- 


lyn, N. 5 

Gibson-Thomsen Co., Inc., 10 E. 39th S8t., 
New York 

Gilbert Co., L. S., 318 S. Adams St., Chicago 

Gilbert Mfg. Co., Inc., 24-20 46 St., Long 
Island City, N. Y. 

Gilton Mfg. Corp., 145 58th St., Brooklyn, 
N. Y. 

Gimmicks Unlimited, 92-02 37th Ave., Jack- 
son Heights, N. Y. 

Gits Products, 2508 W. Van Buren St., Chi- 


cago 

Glanson Co., Imports, Div. Glanson Co., 260 
5th Ave., New York 

Glasolier Co., 307 6th St., 

Glass Carvers Guild, 342 Page Ave., 
ster Groves, Mo. 

Glass Co., Robert M., 408 S. Spring St., Los 
Angeles 

Globe Luggage Co., 34 W. 22nd St., New York 

Globe Trotter Luggage Mfg. Co., 113-115 
Mercer St., New York 

Glovinsky & Associates, Harry Pete, 7851 
Ahern Ave., St. Louis 

Gold Co., The, 11 W. 18th St., New York 

Golden Star Polish Mfg. Co., Inc., 2901-11 E. 
13th St., Kansas City, Mo 

Goodman Mfg. Co., L. A., 131-145 W. 63rd 
St., Chicago 

Gordon, Harry L. First St., Derby, Conn. 

GOURMET ALUMINUM CO., LTD., 19 W. 
44th St., New York 

Gram Distributing Co., Ine., 
New York 

Grentex & Son Ltd., C., Suite 337, 
State Bldg., New York 

GREEN, JOSEPH H., 29 E, 
Chicago 

Grenlo Products, 736 Broadway, New York 

Griffin Cutlery Corp., 151 W. 19th St., New 
York 

Groddy Sales Co., 
burgh, Penna. 

Grogan Co., J. Leo., 225 5th Ave., New York 

Gross, Wm. M., 87 Brady Ct., Sharon, Penna. 


GROSSMAN STAMP CO., INC., 581 6th Ave., 
New York 


Braddock, Penna. 
Web- 


220 E. 46th St., 


Empire 


Madison St., 


1338-40 Forbes St., Pitts- 


Gruenhut Products, 277 Broadway, New York 

Guilford Arts, Killingworth, Madison, Conn. 

Haddon Products, Inc,, 2066 Canalport Ave., 
Chicago 

Hagerstown Leather Goods Co., Hagerstown, 
Md, 

Hamilton Import Corp., 132 Front St., New 


or 

Hamilton Mfg. Corp., Columbus, Ind. 

HAMMOND & CO., C. 8S., 515 Valley St., 
Maplewood, N. J. 

Hampden Specialty Products Ince., 
hampton, Mass. 

— Watch Co., 29 E. Madison St., Chi- 


East - 


Handal - Bros., Inc., Victor, 277 5th Ave., 
New York 

Handcraft Novelty Co., 
Brooklyn, N. Y¥. 

Hanick’s Associates, 138 S. 3rd St., 
delphia 


JUNE, 


2339 Nostrand Ave., 
Phila- 


1955 


Hano Paper Co., Inc., 222-224 E. 23rd St., 
New York 


naa WATCH CO., 48 W 48th St., New 


Harman Watch Co., 22 W. 48th St., New 
York 

Harris & Co., H. E., 
Boston 

Harris Co., Inc., L., 443 4th Ave., New York 

Harrison Co., Inc., Union City, Ind. 

Harville Rose Service, Box 195, Tyler, Texas 

Hausman Mfg. & Sales Co., 3737 W Division 
St., Chicago 

Hawkins, W. A., 


108 Massachusetts Ave., 


123 W. Madison St., Chi- 


cago 

Hazel-Atlas. Glass Co., Wheeling, W. Va. 

Hazelton Engineering Co., 8701 Grant Rd., 
St. Louis 

Helko Products Co., Inc., 
New York 

Heller & Sons, Morris, 177 Pacific St., 
lyn, N. Y. 

Helmco Inc., Filtron Div., 
Ave., Chicago 

Hertzberg & Son, Inc., H., 303 4th Ave., New 
York 

Heuck. M. E., Box 46, Cincinnati, O. 

Hickok Mfg. Co., Inc., 850 St. Paul St., 
Rochester, N. Y. 

Hicon Products, Box 242 Sayville, N. Y. 

Hi-Flier Mfg. Co., The, 510 Wabash Ave., 
Decatur, Il. 

Hi-Jac Co., The, Fort Payne, Ala. 

Hill-Shaw Co., 311 N. Desplaines St., Chi- 


243 W. 55th St., 


Brook- 
7400 W. Lawrence 


cago 

Hirsch Press, Inc., 511 8. Plymouth Ct., Chi- 
cago 

Hofmann Industries, Inc., 
Penna. 

Holiday Products Co., The, 211 S. Ludlow &t., 
Dayton, O. 

Hol-le Toy Co., 

Horner Woolen Mills Co., 
Michigan 

Hornik, Frederick, 309 5th Ave., New York 

Horn Luggage Co., David, 424 Canal §&t., 
New Orleans 

Hornsby & McKinley, 6605 Hollywood Bivd., 
Hollywood, Calif. 

Horton Advertising Specialty Co., L. J., 621 
S. Capitol Ave., Lansing, Mich. 

Horton & Hubbard Mfg. Co., 55 Myrtle &t., 
Somerville, Mass. 

HOUSEHOLD RESEARCH CORP. OF 
AMERICA, 12 Arrow St., Cambridge, 
Mass. 

House of Bronze, 1467 Myrtle Ave., Brooklyn, 
N. Y. 


Sinking Spring, 


148 Post Ave., New York 
Eaton Rapids, 


House of Croydon, Inc., 763 Utica Ave., 
Brooklyn, N. Y. 

House of Dolls, The, 311 N. Desplaines St., 
Chicago 

House of Gifts, Box 4550 Coral Gables, Fla. 

House of Oxford Ltd., 2516 Atlantic Ave., 
Brooklyn, N. Y. 

House of Paper Inc. 
Angeies, Calif. 

Houston Brass Products Co., 40 Great Jones 
St., New York 

Houze Glass Corp., Point Marion, Penna. 

HOWE FOLDING FURNITURE, INC., 1 
Park Ave., New York 

Hudson Handkerchief Mfg. Corp., 476 Broad- 
way, New York 

Hunt Products Ine., 4821 
Cleveland, O. 

Hunter Metal Industries, 230 5th Ave., New 
York 


527 W. 7th St., Los 


Superior Ave., 


Ideal Toy Corp., 200 5th Ave., New York 

Imos Specialities, 210 5th Ave., New York 

Imperial Crayon Co., 649 Lexington Ave..,, 
Brooklyn, N. Y. 

Imperial Knife Associated Cos., Inc., 1776 
Broadway, New York 

Imperial Merchandise Co., 893 Broadway, 
New York 

Indiana Glass Co,, Dunkirk, Ind. 

Industrial Studio Inc., 67 35th St., 
lyn, N. Y. 

Ingraham Co., The E., Bristol, Conn. 

Inland Manufacturing Corp., 164 Ellicott &t., 
Buffalo, N. Y. 
International Leather Goods Co., 
Ave., Rm. 1303, New York 
International Plastic Co., 1950 3rd Ave., 
New York 

Interstate Handbag Co., Inc., 
St., New York 

Irvin Ware, 43-30 38th St., 
City, N. Y. 


Brook - 


347 6th 


16 W. 30th 


Long Island 


Jackson Watch Co., 17 W. 45th St., New 
York 
Jansen & Co., 
Til. 
Jenneal Toys, Inc., 
rick, N. Y. 
Jesson Co., 
geles 
Jet-O-Mat, 2900 Emerson St., Minneapolis 
Jeweled Cross Co., 117 S. Washington St., 
N. Attleboro, Mass. 

JIFFY ENTERPRISES INC., Victory Bidg., 
1011 Chestnut 8t., Philadelphia 

Joell Manufacturing Co., 1 W. 34th St., New 
Yor 


560 DeKalb Ave., Sycamore, 
131 E. Merrick Rd., Mer- 
Los An- 


H. L., 124 W. 6th S8t., 


Journey Quality Luggage, 135 Spring Garden 
St., Riverside, N. J. 

Justrite Ceramic Co., 45 W. 34th St., New 
York 


Kaul Importing Agency, Inc., Leo, 2503 E. 
75th St., Chicago 

Kellogg Adv. Services, Inc., R. R., 8630 8. 
San Pedro St., Los Angeles 

Kellogg Brush Mfg. Co., Westfield, Mass. 

Kemp & Beatley Inc., 15 W. 34th St., New 
York 

Kem Plastic Playing Cards, Inc., 595 Madison 
Ave., New York 

Kendall Mills, Div., 
Walpole, Mass. 

Kenneth John Co., 
waukee, Wis. 

Kent Co., R. O. 786 6th Ave., New York 

Kesco Manufacturing Co., 5614 Blackstone 
Ave., Chicago 

Kessler & Co., Albert, 1355 Market St., San 
Francisco 

Kiddie Manufacturing Co., Inec., 35 Farrand 
St., Bloomfield, N. J. 

Kilgore, Inc., Westerville, 0. 

Kiltie Manufacturing Co., 3800 Market St., 
Philadelphia 

ee Chemical Co,., Iron 


Kendall Co., West 8t., 
3319 N. 35th St., Mil- 


Mountain, 
ich. 

mieiantan Watch Co., 48 W. 48th St., New 
York 

Kirchhof Patent Co., Inc., The, 60-64 Union 
8t., Newark, N. J. 

Knapp-Monarch Co., 3501 Bent, St. Louis 

Knowles China Co., The Edwin M., Newell, 

. Va. 

Koppoware Products Mfg. Co., 2029 W. 
North Ave., Chicago 

Kord Manufacturing Co., Inc., 
Plains Rd., N. Y. 

Korlis, Ltd., 61-63 W. Palisade Ave., 
wood, N. J. 

Krag Steel Products, Inc., 319 
Ave., Chicago 

Kraus Co., The Walter &., 
Woodside, N. Y. 

Kreusinger Co., White Hall, Md. 

Kusan, 7. 2716 Franklin Rd., 
Tenr 

Kreis & 0: 


4610 White 
Engle- 
Albany 
48-02 43rd St., 


Nashville, 


316 S. Wabash Ave., Chicago 


LA BELLE MERCANTILE CO., 306 W. 


Adams St., cago 

Lakeside Mfg., Inc., 1977 8S. Allis St., Mil- 
waukee, Wis. 

Lakeside Specialty Co., Box 333, Storm Lake, 


owa 

Laminet Cover Co., 521 8S. Wabash Ave., Chi- 
cago 

LAMSON & GOODNOW MFG. CO., Shel- 
burne Falls, Mass. 

Landa Leather Products Co., 
son St., Chicago 

Larido Corp., 381 4th Ave., New York 

Larick Mfg. Co., The, 287 Broadway, New 
York 

— METAL PRODUCTS INC., 1438 W. 

jay St., West Chester, Penna. 

phn. Cutlery Inec., 256 W. 55th St., New 
York 

Le Goff Co., 110 W. 42nd St., New York 

Lehigh Handkerchief Co., Inc., 22 W. 26th 
St., New York 

Lehman Bros, Silverware Corp., 
St., New York 

Leiner & Co., Geo. &., 
New York 

a 2: LIPPE, INC., 1166 Broadway, 


Lektrolite Corp., 545 5th Ave., New York 
Liberty Industries, Inc., 908 Kent Ave., 
Biooklyn, N. Y. 
Liberty Umbrella Co., 
York 

Lifetime Auto Accessories Corp., 
Rd., New York 

Lifetime Cutlery Corp., 54 
Ave., Brooklyn, N. Y. 

Light Metals Corp., 627 
Louisville, Ky 

Lightning Adding Machine Sales Co., 234 
W. 37th Pl, Los Angeles 

Lignum-Vitae Products Corp., 124 Boyd Ave., 
Jersey City, N 

Lincoln Co., The ed 
port, Conn. 

Lipette Co., 87 Washington St., 
Mass. 

Lipic Penn Co., 
Louis 

Listo Pencil Corp., 
Calif. 

Lockwood Co., 
Chicago 

Loeb, Inc., Ben &., 

Logan Manufacturing Co., 
Tonawanda, N. 

Lombardo, 8. J., 1542- A Merchandise Mart, 
Chicago 

Los Feliz Products Inc., 
Bivd., Los Angeles 

Louell Products Co., 423 Fulton 8t., 
lyn, N. Y. 

L-U-C-B Manufacturing Co., 6300 St. John, 
Kansas City, Mo. 

Lux Clock Mfg. Co., Ince., 
St., Waterbury, Conn. 


113 8. Jeffer- 


197 Grand 
1250-54 Brook Ave., 


36 W. 32nd St., New 
1816 Boston 
Knickerbocker 


Bergman Ave., 


So Harrol Ave., Bridge- 
Brookline, 
Joseph, 2200 Gravois, St. 
1925 Union St., Alameda, 
Lawrence A., 165 E. Erie St., 


290 5th Ave., New York 
555 Main St., N. 


5151 W. Washington 


Brook- 


The, 95 Johnson 





Lynch-Jamentz Co., 2311 Riverside Dr., Los 


Angeles 

McAuley Co., A. P., 49 Worth St., New York 

McGraw Electric Co., Elgin, Il. 

Macon Umbrella Corp., 2 Ingraham  S8t., 
Brooklyn, N. Y. 

Madison Industries, Inc., 405 Madison Ave., 
Toledo, O. 

Majestic Silver Co., The, 241 Wolcott St., 
New Haven, Conn. 

Manhattan Crockery Co., Inc., 197 Bowery, 
New York 

ae IE CORP., Aff. of A & H Doll Mfg. 
Corp., 43-12 50th St., Woodside, N. Y. 

Markman, §8., 48 W. 25th St., New York 

Marshallan Mfg., The, 1061. W. llth St., 
Cleveland, O. 

Marhill Co., Ine., 2 re., New 
York 

Martin Co., The, 3555 W. Peterson Ave., Chi- 
cago 

Mastercraft Products, 212 Summer, Boston 

Master Metal Products Inc., 291 Chicago St., 
Buffalo, N. Y. 

Mathew Products Co., 

York 
A. G., 203 E. 18th St.,. New 


Mary, 140, W. 22nd 


Mayer ute. Corp., 3130-40 W. 5ist St., Chi- 
cago 

Mechanical Mirror Works, Inc., 661 Edge- 
combe Ave., New York 

Meinhardt & Co., Inc., H., 4224. Lincoln 
Ave., Chicago 

Mel-Gauge Co., P.O. Box 126 Sta. A., New 
Haven, Conn, , 

Melnor Metal Products Co., Inc., 10-40 45th 
Ave., Long Island City, N. Y. 

“Méndelson’ Co., Inc., The L., Furlong, Penna. 

emenees. Corp., E. 7th St., Auburn, Ind, 

efatcraft Mfg. Corp., 1025 Firestone Blvd., 

Memphis, Tenn. 

Metaloid Co., The, 8701 Union Ave., 
land, ©. 

Metal Parts Corp., 930 ats St., Racine, Wis. 

Meyer & Sons,, Inc., W. +» 1494 Merchan- 
dise Mart, Chic ago 

Meyer of California, Fred, 1458 San Bruno 
Ave., San Francisco 

Midhurst China Co,, Inc., 129 5th Ave., New 
York 

Mid-West nose +e Co., 530 N. Water St., 
Milwaukee, y 

Miller & Co., 207 E. 49th St., New York 

Millerand, Inc., 71 5th Ave., New York 

Miller & Seltzer, 622 N. 3rd St., Philadel- 
phia 

Minute Man Line Inc., 493 C St., Boston 

MITCHELL RUBBER PRODUCTS, INC., 
2134 San Fernando Rd., Los Angeles 

Modernedge Mfg. Co., 252 Central Ave., 
Brooklyn, N. Y. 

MODERN SPECIALTIES CO., 4301 W. Og- 
den Ave., Chicago 

ae Co., Inc., 3235 San Fernando Rd., 
Los Angeles 

Mohawk Products Co., 
phis, Tenn. 

Mohican Rubber Co., The, Ashland, O. 

Monarch Cutlery Mfg. Co., Inc., 7200 Adams 
St.. North Bergen, N. J. 

Mondschein & Co., Saul, 200 5th Ave., New 
York 

Moneco Co., The, 1661 Dixwell Ave., 
den, Conn, 

Monitor Equipment Corp., 
New York 

Monroe Mfg. Co., 69 Murray St., New York 

Montrose Hanger Co., Montrose, Penna. 

Monument Mfg. Co., Mill St., Assonet, Mass. 

Morris, Lee J., 1133 Broadway, New York 

Mouli 5 a Corp., 9i Broadway, Jersey City, 
N. 

Muller _ we John F., 1024 E. 9th St., 
Brooklyn, 'N. Y 

Multitex Corp., 86-88 


Cleve- 


75 McCall Ave., Mem- 


Ham- 


640 W. 249th St., 


Franklin St., New 
Howard, 130 W. 42nd St., New 


Murphy Co., R., Ayer, Mass. 
Mystic Foam Corp., The, 2003 St. Clair Ave., 
Cleveland, O. 


Nadel & Sons, 26 E. 22nd St., New York 

Nagler Co., Henry, 132 Essex St., Boston 

Nalle Plastics Inc., 108-12 W 2nd St., Aus- 
tin, Tex. 

NATHANSON ASSOC. INC., N. 165 W. 46th 
St., New York 

Natfonat Calendar & Adv. Specialties Co., 
31 Gibbs St., Rochester, N. Y. 

National Chemical Refrigerants Corp., 52 
Northern Ave., Boston 
National Detroit Pub., Inc., 

St., Detroit, Mich. 
National Silver Co., 295 5th Ave., New York 
Neveo Wood Products Co., Inc., 13-15 White 

St, New York 
New City Leather Goods Co., 4448 S. Ash- 

land Ave., Chicago 
New England — Co., 

tucket, R. 

New London maiantvtid Inc., 301 E. 138th 

St., Chicago 
Newport & Associates, Bud, 1355 Market St., 

San Francisco 


3000 W. Fort 


200 Conant St., Paw- 


New York Patent Corp., 930 Newark Ave., 
Jersey City, N. J. 
New York Pencil Co., 
York 
Nips Inc., 116 E. 27th St., New York 
NORMAR ge ing INC., 63 Tiffany PI., 


Brooklyn, N 

NORPLAC, 65 Plato, St. Paul, Minn. 

Norris Thermador Corp., 5215 S. Boyle Ave., 
Los Angeles 

Norsid Mfg. Co., Inc., The, 21 Atherton St., 
Yonkers, N. Y. 
North American Philips Co., Inc., 100 E. 
42nd St., New York 
Northeastern Plastics, Inc., 
Northport Products Inc., 
Northport, N. Y. 

Northwest Plastics Inc., 65 E. Plato Ave., St. 
Paul, Minn. 

Northwestern Products Co., 2655-2723 Spruce 
St., St. Louis 

Novel-Craft Mfg. Co., 58 E. llth St., New 
York 

Noymer Mfg. Co., 15 Hathaway St., Boston 

Nu-Dell Plastics Corp., 2250 N. Pulaski Rd., 
Chicago 

Nurserymen’s Exchange, 938 Howard St., 
San Francisco 

Nussbaum Novelty Mfg. Co., 


70 Fulton St., New 


215 A St., Boston 
13 Scudder Ave., 


Berne, Ind. 


O-Cedar Corp., 2246 W. 49th St., Chicago 

O’Connell & Co., T. W., 3813 N. Ravenswood 
Ave., Chicago 

Ohio Thermometer Co., 33 
Springfield, O. 
Old Empire, Inc., Mt. Prospect and Verona 
Ave., Newark, N. J. 
Ollendorff Watch Co., Inc., 
New York 

Oppenheim Products Co., 10 W 33rd St., New 
York 

Opticase Co., The, 150 Dickerson St., Newark, 


Walnut S8t., 


20 W. 47th St., 


N. J. 

ORCHIDS OF HAWAII, INC.,, 54 W. 56th 
St., New York 

Orman Co., Inc., The Leonard, 415 Callow- 
hill St. Philadelphia 

Osborne Coinage Co., 1010 Bader St., Cin- 
cinnati, O. 

Oster Mfg. Co., John, 5055 N. Lydell Ave., 
Milwaukee, Wis. 
Owens Brush Co., 901 

Toledo, O. 
Owens-Illinois Glass Co., Libbey Glass- Div., 
P. O. Box 1035, Toledo, O. 
Owens Mfg. Co., Tullahoma, Tenn. 
Oxford Drapery Co.,..205 A St., Boston 
Oxwall Tool Co., Ltd., 928 Broadway, New 
York 


Buckingham  S8t., 


P = = oe Co., Inc., 1107 Broadway, New 


PACEMAKER PRODUCTS, 96 Prince St., 
New York 

PACIFIC PLASTIC PRODUCTS of San Fran- 
cisco, 1620 Armstrong Ave., San Francisco 


Paden City, W. Va. 


Paden City Pottery Co., 
2508 Nicollet Ave., 


Palm Beach Cosmetic Co., 
Minneapolis 

Pan American Album Co., 
Bivd., Los Angeles 

Paramount Calendar & Novelty Co., 1189 
Broadway, New York 

Parisian Novelty Co., 3510 S, Western Ave., 
Chicago 

PARKER-GAINES DIV. TEX MACHINE 
O., 38-06 3ist St., Long Island City, 
N.Y. 

Parker Metal Decorating Co., The, 1301-31 
S. Howard St., Baltimore, Md. 

Parker Penn Co., Janesville, Wis. 

Parrish Co., J. Shepherd, 201 N. Wells St., 
Chicago 

Parvin Mfg. Co., 1149 S. San Pedro St., Los 
Angles 

Patented Products Corp., Danville, O. 

Pearl-Wick Corp., 27-50 First St., Long 
Island City, N. Y. 

Peerless Fashion Service, Inc., 
St., New York 

Peerless Mfg. Corp., 1400 W. Ormsby, Louis- 
ville, Ky. 

Peerless Machine & Tool Corp., 
St., Brooklyn, N. Y. 

Peerless Textile Co., 558 Monroe Ave., De- 
troit, Mich. 

Pekas ge pap Co., 
ville, S. 1. 

Penn Products Co., 33-40 127th PL, 
N. 


6429 Grenshaw 


220 W. 19th 


176 Johnson 


Lock Box 306, Lester- 
Corona, 


Ponenbendl Numechron Co, 7249-51 Franks- 
town Ave., Pittsburgh, Penna. 

Perma-Ad, 200 W. 34th St., New York 

Perma Hues, Div. J.H. Cristil Co., Edger 
ton, ©. 

Petra Mfg. Co., 1335 N. Wells St., Chicago 

Phelon Magnagrip Co., Inc., 70 Maple St., 
East Longmeadow, Mass. 

Piedmont Southern Co., 40 Worth St., N. Y. 

Pilgrim Leather Goods Co., Inec,, 28-42 Dun- 
can St., Haverhill, Mass. 

Pindyeck Inc., Charles, 45 W. 34th St., New 
York 

PINGREE ASSOCIATES, Hayden Rowe St., 
Hopkinton, Mass. 

Pinto Products, 3861 Ince Blvd., Culver City, 
Calif. 


COFFEE & TEA 


Plasticloth Products, Inc., 920 Broadway, 
New York 

Plastic Div., 43 Ross St., Brooklyn, N. 

Plastic Film Products Corp., 58 W 
change St., Akron, O. 

Plastic Innovations Inc., 
Yonkers, N. Y. 

Plastic Molded Arts Corp., 12-01 44th 
Long Island City, . ee 

825 Trunk Ave., 


185 Riverdale 


Plastics Mfg. Co., Dallas, 
Texas 

Ply Line Co., 1211 38th St.,, Brooklyn, N. Y. 

Pocket Books Inc., 630 5th Ave., New York 

POLORON PRODUCTS, | INC,, 165 Huguenot 
St., New Rochelle, N, Y. 

Portable Electric Tools, Inc., 520 W. 83rd 
St., Chicago 

Postamatic Co., 
delphia 

Watch Co., Inc., 607 5th Ave., New 

York 

Powr-Pak Inc., 643 North Ave., 
Conn. 

Premium Sales, 59 Pearl St., 

Prevue Radsell Co., 343 8S. 
Chicago 

Prime Luggage Mfg. Co., Inc., 
St.. New York 

Process Co. of America, 1075 95th St., Miami 
Beach, Fia. 
Product Miniature Co., Inc., 
Milwaukee, Wis. 
Pro Fish Products, Inc., 
Newa k. N. 

Prolon Plastics-Pro- Phy-Lac-tic Brush Co., 
Pine St., Florence, Mass. 

Promotion Press Inc., 49 W. 57th.St., New 
York 

Promotional, Pub Co., 
York 

Promotional Products Co., 220 5th Ave., New 


1549-51 Belfield Ave., Phila- 


Bridgeport, 


Brooklyn, N. Y. 
Dearborn S&t., 


33-37 Bleecker 


2240 S. 54th St., 


155 Washington St., 


220 5th <Ave., New 


York 

PROMOTIONAL SERVICE, INC., 12-28 N. 
Main St., Wallingford, Conn. 

Protection Products Co., 2637 W. Polk St., 
Chicago 

Purinton Pottery Co., 
Penna, 


Box 183, Shippenville, 


Quality Products Mfg. Co., Inec., 105 E, 17th 
St., Los Angeles, Calif. 

Queen Mode Plastic Corp., 
St., N. Y. 

Panne ae Corp., 729 Boylston St., 

Quikut Inc., Fremont, O. 


507-59 W. 132nd 


Boston 


Rand Products Co., Ine., 203 Bergen Pike, 
Little Ferry, N. J. 

Ray Plastic Co., 9 Howe St., 
Mass. 

Ready Reference Pub. Co., 406 W. 
New York 

Reardon Products, 2109 8S. 
Peoria, Ill. 

Recreation Shops, 228 N. La Salle St., Chi- 
cago 

Redmon Sons & Co., W.C., Peru, Ind. 

Regal Plastic Co., 2800 E. 14th St., 
City, Mo. 

ers Specialty Mfg. Co., 241 Wolcott St., 
New Haven, Conn. 

Regalware, Inc., Kewaskum, Wis. 

Regent Art Linen Co., 34 W. 17th St., New 
York 

see ee Co., 3522 Webster Ave., New 
Yo 


Leominster, 
3ist St., 


Adams  St., 


Kansas 


Reliable Metal Novelty Co., Ine., 25 Elm 
Ave., Mt. Vernon, N. Y. 

Reliance Picture Frame Co., Inc., 220 5th 
Ave., New York 

Replogle Globes, Inc., 1901 N,. Narragansett 
Ave.. Chicago 

Rest-A-Phone Co., P. O. Box 8788, Port- 
land, Ore 

REVELATION PLASTICS INC., 74 Washing- 
ton St., New York 6 

Revell Inc., 4223 Ocean Park Ave., 
Calif. 

Rhodes Inc., M. H., 
Hartford, Conn. 

Rich, Inc., Howard B., Carrollton, Ky. 

Richards Co., The, 20 Hurden St., Hillside, 
N. J. 

Richford Corp., 404 4th Ave., New York 

Richter & Phillips Co., The, Temple Bar 
Bldg., Cincinnati, O. 

RIO GRANDE PEPPER MILLS, 2421 Mc- 
Kinney Ave., Dallas, Texas 

Riverside Foundry Co., Ine., 
Penna. 

Robbins & Co., D., 


Venice, 


30 Bartholomew Ave., 


Wrightsville, 
127 W. 17th St., New 


or 

Roberta Doll Co., Inc., 200 5th Ave., New 
or. 

ROBERT MANUFACTURING CO., 1001 E. 
23rd St., Hialeah, Fina. 

Robinson - Ransbottom ~Pottery Co., Rose- 
ville, 5 

Rochester Can Co., 100 Greenleaf St., Ro- 
chester, N. Y. 

Rocket Skate Co., 
Calif. 

Rodania Watch Co., Inc., 745 5th Ave., New 
York 

Max Roisman, 1308 W. 130th St., 


1125 Chestnut St., Burbank, 


Gardena, 


‘alif. 
Roland Radio Corp., 716 S. Columbus Ave., 
Mt. Vernon, N. Y. 


INDUSTRIES and The Flavor Field 
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Ronson Corp., 31 Fulton St., Newark, N. J. 

Rosen & Son Co., The M.B., W. 31st St., 
Charlotte, N. C. 

Rosenberg Bros. & Co., Smithtown, N. Y. 

Ross Products Inc., 24 W. 23rd St., New York 

ROYALCRAFT PRODUCTS, 347 Broadway, 
Passaic, N. J. 

Ruckels Potteries, Inc., White Hall, Il. 

Rub 'N’ Rinse Products, 850 Locust Ave., 
Charlottesville, Va. 

Russell Manufacturing Co., 999 Liberty Rd., 
Lexington, Ky. 


Saben Glass Co., 230 5th Ave., New York 

Sabin China Co., Box 421, McKeesport, Penna. 

Safeway Specialty Corp., 114 Spring St., New 
Yo 

St. Louis Pencil Co., 1180 Suburban Tracks, 
St. Louis 

Salem China Co., The, Salem, O. 

Salm Ine., Arthur, 32 S. Clark St., Chicago 

Salmanson & Co., Inc., 1107 Broadway, New 
York 

Salton Mfg. Co., Inc., 29 Jumel Pl., New York 

Saltz Advertising Specialties, 1339 Folsom St., 
San Francisco 

Saltzman Co., Inc., M. J., 230 5th Ave., 
New York 

Sanit-All Products Corp., 40 Center St., 
Greenwich, O. 

Sanjo Utility Mfg. Co., Inc., 43 Grand St., 
Brooklyn, N. Y. 

Sarne Co., Inc., 39 W. 32nd St.. New York 

Saro Watch Importers, 37 W. 47th St., New 
York 

Schneiderman & Co., S., 76 5th Ave., Brook- 


lyn, N. Y. 

Schrade Knife Co., Inc., George, 46 Sey- 
mour St., Bridgeport, Conn. 

Schroeder & Tremayne Inc., 1711 Delmar 
Blvd., St. Louis, Mo. 

Scope Instrument Corp., Scope Bldg., Mama- 
roneck, N. Y. 

Sealand, Inc., Torrington, Conn. 

Sekine Co., Inc., L, 232 Madison Ave., New 
York 

Semler Wire Products, J. H., 223 N. “F” St., 
Hamilton, O. 

Sessions Clock Co., The, Forestville, Conn. 

Seth Thomas Clocks, 135 S. Main St., 
Thomaston, Conn. 

SEWING MACHINE SALES CORP., 1435 
Boone Ave., New York 

Seymour Woolen Mills, Seymour, Ind. 

Shank Leather Goods Co., 230 5th Ave., New 
York 

Shavex Co., 3456 Glendale Blvd., Los Angeles 

Shaw-Barton, Coshocton, O. 

Shaw Supply Co., 2521 Nolensville Rd., Nash- 
ville, Tenn. 

SHELLEY DISTRIBUTORS, INC., 30 Church 
St., New York 

Shelton Basket Co., The, P.O. Dr. 32, Shel- 
ton. Conn. 

Shelton Plane & Tool Mfg. Co., P.O. Dr. 32, 
Shelton, Conn. 

Shepherd’s Imported Giftwares, 14448 Grand 
Rivers, Detroit, Mich. 

Sherrill Products Co., Mexico, Ind. 

Sherwood Lighter Co., Inc., 100 Outwater 
Lane, Garfield, N. J. 

Shoppers Service Inc., 6 E. Monroe St., Chi- 
cago 

Shurack, Edward I., 230 5th Ave., New York 

Sierra-Columbia, 1730 N. Naud St., Los 


Angeles 

Sillocks- Miller — The, 10 W. Parker Ave., 
Maplewood, 

Simon & pin Inc. 630 5th Ave., New 
York 


Simplex Binder Co., 124 White St., New York 

Singer Leathercrafts, 143 E. Gun Hill Rd., 
New York 

Siris Products Corp., A. J., 780 E. 134th St., 
New York 

Skalny Basket Co., L., 655 Pullman Ave., 
Rochester, N. Y. 

Slip-Seal Co., The, 1750 California Ave., 
Long Beach, Calif. 

Smith Co., Inc., J. H., 85 Pierce St., Green- 
field, Mass. 

Snap-on Drawer Co., Morrow, O. 

Solari Manufacturing Co., 6356 Delongpre, 
Hollywood, Calif. 

Sommer & Son Co., The, 7 W. Broad St., Mt. 
Vernon, N. Y. 

Soodhaliter Plastic Products, 1153 South Wall 
St., Los Angeles 

Southwester Co., 2130 S. Kedzie Ave., Chi- 
cago 

Speare’s Sons Co., The Alden, 136 6th St., 
Cambridge, Mass. 

Specialty Steel & Wire Products Corp., 230 
5th Ave., New York 

Speed Products Co., Inc., 32-01 Queens Blvd., 
Long Island City, N. Y. 

Sphinx Import Co., Inc., 140 5th Ave., New 
York 


Spil-Pruf Desk Set Co., 505 5th Ave., New 
York 

Stampagraph Co., Inc., 79 Alexander Ave., 
New York 

Standard Hygrade Electric Co., Inc., 3913 8th 
Ave., Brooklyn, . 

Standard Pyroxoloid Corp., Pleasant St., Leo- 
minster, Mass. 

Sta-Put Signs Corp., 298 5th Ave., New York 

Star Bright Lamp Shade Mfg. Co., 142 Duane 
St., New York 
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Star Mfg. Co., 100 Water St., Leominster, 
Mass. 

Statler Mfg. Co., 349 W. Ontario St., Chicago 

Steelcraft Tool Mfg. Corp., 444 Broadway, 
New York 

Steelman Phonograph & Radio Co., , 2-30 
Anderson Ave., Mt. Vernon, N. 

Stella & Associates, A. M., 545 Fifth Ave., 
New York 

Stewart Mfg. Co., Michael, 25 Ogden PL, 
Cincinnati, O. 

Stoner, Chester K., 5421 Cleveland Ave., 
N. W., Canton, O. 

Stoware, Inc, Stowe, Vermont 

Straits Steel & Wire Co., 902 N. Rowe St., 
Ludington, Mich. 

Stratford Pen Corp., 44 W. 28th St, New 
York ’ 

Sturdy-Craft Corp., & Glo-Lure, Inc., Med- 
ford, Wis. 

Stylecraft Mfg. Co., 717 Sycamore St., Cin- 
einnati, O. 

Sunware Products Inc., 139 Duane St., New 


York 

Superior Plastics, Inc., 410-30 N. Oakley, 
Chicago 

Superior Shower Curtain Mfg. Co., 22 W. 27th 


St., New York 

SUPREME PRODUCTS INC., 2222 S. Calu- 
met Ave., Chicago 

Surco Products Inc., 1635-37 S. W. 27th Ave., 


Miami, Fla. 
SUTTON CO., INC., JACK, 82 Franklin St., 
New York 


Swing-A-Way Mfg. Co., 4100 Beck, St. Louis 

Talking Devices Co., 4447 Irving Park Rd., 
Chicago 

Talking Tape Co., 1651 Market St., San 
Francisco 

Taubman & Co., Samuel, 1 W. 34th St., 
New York 

Taylor Instrument Co., Rochester, N. Y. 

Taylor, Smith & Taylor Co., East Liverpool, 


oO. 
Tele-Flix Co., The, P.O. Box 1530, San 
Francisco 
Temple Co., Inc., 804 Sansom St., Philadelphiz. 
Terado Co., 1068 Raymond Ave., St. Paul, 
Minn. 
Texmar Products, 487 Broadway, New York 
TEXTILE MILLS CO., 2762 Clybourn Ave., 


Thermometer Corp. of America, 1200 E. 
Pleasant St., Springfield, 4 

Thermwell Products Co., Inc., 120 W. 31st 
St.. New York 

Thompson Corp., The George S., 509 Mission 
St., So. Pasadena, Calif. 

Thomsen ee aa H., P.O. Box 6728 
Washington, D. 

Thornton Co., 1036 ~ aT St., N. E., At- 
lanta, Ga 

bar ® Novelty Co., North 6th St., Tipp City, 


Toledo Guild Products Ine., 228 Fassett 
St., Toledv, O. 

Tolerton Co., The, 265 N. Freedom Ave., 
Alliance, O 

Topfilight Corp., York, Penna. 

Toycraft Rubber Co., The, Ashland, O. 

TRACI , THE, 541 Main St., Holyoke, 


Mass. 

TRANS - AMERICAN DEVELOPMENT 
CORP., 5225 Wilshire Blvd.. Los Angeles 

TRANS-PLASTIC INC., 1950 W. Balmoral 
Ave., Chicago 

Traum Co., Inc., David, 11 E. 26th St., New 


k 

Travel Goods Inc., Schofield, Wis. 

Trayco, Inc., Chrysler Bldg., New York 

Treasure Isle Products Corp., 16 E. 30th St., 
New York 

Triad Pen & Pencil Co., 24 Palmer St., 
Providence, R. I. 

Triangle Sales Corp., 286 5th Ave., New York 

Trina Inc., 50 Aleppo St., Providence, R. I. 

Tuco Work Shops, Inc., Lockport, N. Y. 

Turner Mfg. Co., 2309 S. Keeler Ave., Chicago 

Tycer Pottery Co., W. I., P.O. Box 1110, 
Zanesville, O. 

a ak ena, Bernard, 230 5th Ave., 

New 
UNIQUE INDUSTRIES, 917 S. Western Ave., 
ca 

United Craft. 1170 Broadway, New York 

United Leather se dad Corp., 95 Lorimer St., 
Brooklyn, N. 

UNITED PLASTIC ‘CORP., 17 Simmonds Rd., 
Fitchburg, Mass. 

United Silver & Cutlery Co., 834 S. Los 
Angeles St., Los Angeles 

United States Electric Mfg. Corp., 222 W. 14th 
St., New York 

U.S. Luggage & Leather Products Co., 29 W. 
34th St., New York 

United States Trunk Co.. Fall River, Mass. 

UNIVERSAL BOOK & BIBLE HOUSE, 1010 
Arch St., Dept. B, Philadelphia 

Universal Craftsmen Co., 122 E. 25th St., 
New York 

Universal Trunk Co., 1333 South Ashland 
Ave., Chicago 

Universal Tube & Container Co.. 144 Moody 
St., Waltham. Mass. 

Uno Tool Co., Inc., 32-02 Greenpoint Ave., 
Long Island City, N. Y. 

Utica Cutlery Co.. 803 Noyes St., Utica. N. Y. 

Van Dam Rubber Co. Inc., The, 1140 Broad- 
way, New York 


VAN SCHAACK PREMIUM CORP., 310 W. 
Vv: 


Washington ivd., Chicago 
VAN VEEN CO., ALEXANDER, 161-14 
bee a Central Parkway, Jamaica, New 
Variety Sales, 1418 Devon Ave., Chicago 
VERITY SOUTHALL LTD., 2251 Lincoln 
Ave., Altadena, Calif. 
Verplex Co., 12-117 Merchandise Mart, Chi- 


cago 

Verplex Co., The, Essex, Conn. 

Victoria Printed Products Inc., 512 Lucas 
Ave., St. Louis 

Vinyl Linens, Inc., 330 5th Ave., New York 

Viral Manufacturing Co., 128 Wheeler Ave., 
Arcadia, Calif. 

Vogt Health Appliance Co., 1100 Ashley Dr., 
Kalamazoo, Mich. 

Vollrath Co., The, 1236 N. 18th St., Sheboy- 


gan, Wis. 

Voos Co., The, 161 Porter St., New Haven, 
onn. 

Vulcan Electric Co., 88 Holten St., Danvers, 
Mass. 


W &.F Manufacturing Co., Inec., The, 251 
Seneca St., Buffalo, N. Y. 

Wal-Feld Co., Inc., The, 105 8S. Cottage St., 
Valley Stream, N. Y. 

Walker Co,, The, Middleboro, Mass. 

Wallace & Sons Mfg. Co., R., 10 8S. Wabash 
Ave., Chicago 

Wallas & Co., Seymour, 1200 S. 8th St., St. 
Louis, Mo. 

Waltco Products, 2300 W. 49th St., Chicago 

Walters Manufacturing Co., 140 Penna. Ave., 
Oakmont, Penna. 

Ware Manufacturing Co., P.O. Box 251, 
Hogansville, Ga. 

Washburn Co., The, Worcester, Mass. 

Waterbury Cos., Inc., P.O. Box 1032, Water- 
bury, Conn. 

Waterman Pen 4 Inc., 1 Deforest St., 
Seymour, Con 

WATKINS CO., WM. B., 2405 Broadway, 
Evanston, il, 

Watt Pottery Co., The, Crooksville, O. 

Weaver Pres-Kloth Co., 4426 Florence Blvd., 
Omaha, Neb. 

Webb Manufacturing Co., 4th & Cambria 
Sts., Philadelphia 

hades cas COSTELLO CO., Chicago Heights, 


Weiss & Klau, 462 Broadway, New York 

Weissler Co., The., I., 150 Montague St., 
Brooklyn, N. Y. 

Ww ells Publishing Co., P. O. Drawer C, Leonia, 


Wendel! -North western Inc, 325 Marquette 
Ave., Minneapolis 

West Bend Aluminum Co., West Bend, Wia. 

Western Stoneware Co., Monmouth, Ill. 

Western Tool Co., Box 1061, Tucson, Ariz. 

Westland Plastics, Inc., 3317 E. Pico Blvd., 
Los Angeles 

White Inc., Lyn, 196 Prince St., New York 

Whitehouse Products Inc., 360 Furman St., 
Brooklyn, N. Y. 

WHITE STUDIOS, 2421 McKinney Ave., 
Dallas, Tex. 

Whiting Manufacturing Co., Inc., 97061 Ken- 
wood Rd., Blue Ash, O. 

Wilcox Chenilles Inc., Dalton, Ga. 

Wilmart Products Corp., 30 E. 2ist St., 
New York 

Wil-Nor Products, 3002 N. 5th St., Philadel- 
phia 

Wil-Stan Products Co., 3108 Mayfield Rd., 
Cuyahoga Falls, O. 

Windsor Chemical Laboratories, 161 Lever- 
ington Ave., Philadelphia 

Winthrop-Atkins Co., Inc., 151 Pierce St., 
Middleboro, Mass. 

Winthrop Watch Corp., 62 W. 47th St., New 
York 

Wisconsin Aluminum Foundry Co.,_ Ine., 
Manitowoc, Wis. oo" 

Wiss & Sons Co., J., 33 Littleton Ave., New- 
ark, N. J. 

Wolff Woodcraft Corp., Robert, 1125 Union 
Ave., New York 

bate: HARRY M., 666 Lake Shore Dr., 


cago 

Wonder Plastic Co., 3387 Brownlow Ave., 
Minneapolis 

Wooster Rubber Co., The. Wooster, O. 

Worcester Wire Novelty Co., Inc., 2635 Bos- 
ton St., Baltimore, Md. 

World Handforged Products, 338 Wythe Ave., 
Brooklyn, N. Y. 

Worth Distributors Inc., 2105 Kerrigan Ave., 
Union City, N. J. 

Worthington Fifth Ave., 71 5th Ave., New 


Yor 

Wright Advertising Specialty Co., 1215 S&S. 
Maple St., Spokane, Wash. 

Wright, Inc., John, Wrightsville, Penna. 

Yarn-Apart Co., Inc., 46 Cottage St., Man- 
chester, Conn. 

Year Inc., 11832 Wilshire Blvd., Los Angeles 

Young Co., J. H., 107 Penn Ave., Pittsburgh, 
Penna. 

ZELL PRODUCTS CORP., 280 Main St., 
Norwalk 


? . n. 
Zenith Plastics Co., 54 E. Cross St., Ypsilanti, 


ic. 
Zero Manufacturing Co., 1121 Chestnut St., 
Burbank, Calif. 
Zimbalist Inc., Wm., H., 81 Prospect Sty 
Brooklyn, N. Y. 
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Premiums in 1955 
(Continued from page 10) 





and toasters, and others simply tagged by the general 
label. These made up 7 per cent of all the offers. 

Other household items which showed up strongly in- 
cluded towels, rugs, ironing board pads and covers, and 
scissors. 

Among the mentioned were play- 


other premiums 


ing cards, silverware, dry goods, aluminumware, cutlery, 
scales, canister sets, coffee carafes, TV lights, enamelware, 
curtains, blankets, tablecloths, tea pots, breakfast sets, iced 
tea pitchers, coffee mugs, cereal bowls, brooms, planters, 
dish rags, steel kitchenware, measures and copperclad items. 


Self-liquidators top premium offers 


The basis for coffee and tea premium offers has shifted 
to self-liquidators, it is revealed by the sixth annual sur- 
vey of premium use. 

Last year give-aways were the single most frequent 
offer. 

A little less than 45 per cent of the premium offers 
listed by the 1955 respondents were on a self-liquidating 
basis. : 

Give-aways were sccond, accounting for 33 per cent 
of the offers. 

Combination offers, calling for a cash payment by the 
consumer in an amount representing only part of the cost, 
made up 31 per cent of the offers. 

Continuity offers, usually coupon redemption and cata- 


log set-ups, comprised 29 per cent of the premium deals 
listed by the respondents. 

Many companies are using more than one type of offer, 
which is why the proportions total well over 100 per 
cent. 

Other offers included club deals, cash accommodation 
systems and one-cent sales on the coffee or tea brand it- 
self, basically combination deals. 


Survey responses are authoritative 


Responses to the sixth annual survey of coffee and tea 
premium use were authoritative and representative. 

Replies came from the largest companies, and also 
from regional packers, some covering no more than a 
one-city trading area. 

All sections of the country were represented in the 
replies, in a pattern closely paralleling actual geographical 
distribution of coffee and tea packers. 

In the main, responses came from individuals within 
each company indicated by title to be fully conversant 
with operations. 

Of those who listed their titles—and all but 11 per 
cent of the respondents did—only one appeared to be in 
a non-executive position. 

Slightly more than 14 per cent of the respondents were 
owners or proprietors, 10 per cent vice presidents, 8 per 
cent presidents, 7 per cent general managers, 7 per cent 
company secretary and/or treasurers, 6 per cent partners 
or general partners, 5 per cent sales directors, general 
sales managers or sales managers, 4 per cent product de- 
partment managers, 3 per cent advertising managers. 

Others held such positions as director of purchases, sales 
promotion manager, superintendent, and chief accountant. 





(Continued from page 39) 


Jiffy Enterprises Inc. 


Queen Mode Plastic Corp. 
Shelton Basket Co., The 





Cromwell Silver Co. 

Ebenezer Cut Glass Co., Inc. 
Flambeau Plastics Corp. 

French Glass Co., Inc. 

Grogan Co., J. Leo 

Indiana Glass Co. 

Jesson Co., H.L. 

Kaul Importing Agency, Inc., Leo. 


1011 Chestnut St. 





JIFFY PICTURE HANGERS 


No Hammer! No Nails! Holds 15 Ibs! 
PKG 3 for 10¢ 


Texmar Products 
Wonder Plastic Co. 


WOODENWARE 
6 for 19¢ 


Philadelphia 7, Pa. 


Artmoore Co. 
B & M Distributing Co. 
Beach Importers, Inc. 








Light Metals Corp. 


Better Houseware Co. 


Muller Associates, John F. 
Robinson-Ransbottom Pottery Co. 
Ruckels Potteries, Inc. 

World Handforged Products 


WALL DECORATIONS 


Abescon China & Glass Decorators 

Adler-Jones Co. 

Art Button Novelty Mfg. Co. 

Artmor Plastics Corp. 

Avog Sales Co. Inc. 

B & W Specialty Co. 

Beistle Co., The 

Bergey, Joseph R. 

Setter Houseware Co. 

Blavka China Decorators, J] & G 

Burwood Products Co. 

Cristil Co., J.H. 

Dexter-Mahnke, Inc. 

Donald Art Co., Inc. 

Endicott-Seymour 

Fischer Co., I.M. 

Frank Paper Products Corp., Plastics, 
Div. 

Glasolier Co. 

Goodman Mfg. Co., L.A. 

House of Bronze 
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Koppoware Products Mfg. Co. 
Kusan, Inc. 

Mendelson Co., Inc., The L. 
Nalle Plastics, Inc. 
Northeastern Plastics, !nc. 
Nu-Dell Plastics Corp. 

Rand Products Co., Inc. 
Regal Plastic Co. 

Reliance Picture Frame Co., Inc. 
Saltzman Co., Inc., M.J. 
Shaw-Barton 

Shepherd’s Imported Giftwares 
Superior Plastics, Inc. 

Turner Mfg. Co. 

Wright, Inc., John 


WOMENS APPAREL, ACCESSORIES 


Asselin Fur, Inc., Victor 

Berg, Hedstrom & Co., Inc. 
Blue Mill Knit Goods Co. 
Freidman & Sons 

Gilbert Co., L.S. 

Hudson Handkerchief Mfg. Corp. 
Jesson Co., H.L 

Joell Mfg Co. 

Kreis & Co. 

Liberty Umbrella Co. 


COFFEE & TEA 


INDUSTRIES and The Flavor 


Bird, Rowland G. 

Burn, Mariann & Charles W. 
Damar Products, Inc. 

Danlo Mfg. Co. 

Delsam Co., The 

Ekco Products Co. 

Hano Paper Co., Inc. 

Hausman Mfg. & Sales Co. 
House of Brass Products Co. 
Hudson Hankerchief Mfg. Corp. 
Kraus Co., The Walter S. 
Leipzig & Lippe 

Lifetime Cutlery Corp. 

Muller Associates, John F. 
Nevco Wood Products Co., Inc. 
New London Industries, Inc. 
Parrish Co., J. Shepherd 
Redmon Sons & Co., W.C. 
Ross Products Inc. 
Sierra-Columbia 

Skalny Basket Co., L. 
Stoware, Inc. 

Tolerton Co., The 

Verity Southall Ltd. 

White Studios 

Wolff Woodcraft Corp., Robert 


Field 















round table sessions, exhibits set 
for retail coffee, tea convention 








The National Retail Tea and 
Coffee Merchants Association will 
hold its 40th annual convention June 
12th-15th at the Edgewater Beach 
Hotel in Chicago. The convention 
not only will offer the opportunity 
to renew old acquaintances in the 
home service industry, as well as 
to make new contracts, but will pro- 
vide ample time—three sessions, in 
fact — for roundtable discussions 
which have proven so successful in 
recent conventions. 

The convention will also offer an 
Opportunity for the home service 
merchant to view 125 exhibits of 
Standard as well as new merchan- 
dise. 

Convention festivities will open 
on Sunday, June 12th, with the ex- 
hibit rooms of the hotel being avail- 
able at 11:00 a.m. for associate mem- 
bers to set up their displays. The 
board of directors of the association 
will meet Sunday afternoon. A reception for members, 
associate members and guests will be held from 5:30 p.m. 


to 6:30 p.m. 
Monday morning, June 13th has been reserved for a 
business session — with no outside speakars — and for 


roundtable discussions. Moderators George F. Hellick, 
Jr., (president of NRT & CMA), Norman Mansfield, 
(NRT & CMA) vice president, and L. H. Reese will pre- 
side over the Monday, Tuesday and Wednesday group 
meetings. 

Associate members will be hosts at a luncheon on 
Monday to which all members and guests are invited. 
Carl W. Hellberg, of General Consumer Products, Inc., 
will speak on behalf of the associate members. 

Exhibit rooms will be open from 2:00 p.m. until 
8:30 p.m., after which members will be guests of asso- 
ciate members at a reception and dance. 

Roundtable discussions will again prevail at the Tues- 
day morning session, and the afternoon—from 1:30 p.m. 
to 5:00 p.m.—will be devoted to the associate members 
in the exhibit rooms. 

A reception for members, associate members and guests 
will be held at 6:30 p.m., to be followed by the annual 
banquet, floor show and dancing. In past years, the 
banquet has been held on the closing night of the con- 
vention. 

On Wednesday, the closing day, Exhibit Rooms will 
be open from 9:30 a.m. to 1:00 p.m. after which displays 
will be dismantled. 

Final group discussions will be held from 2:00 p.m. to 
5:00 p.m. 

Ladies in attendance will be guests at a luncheon on 


JUNE, 1985 








Tuesday, followed by entertainment and awarding of 

door prizes. 
Advance indications are that the 40th NRT & CMA 

convention will be one of the largest ever held. 


Premium budgets are growing 


Budgets for coffee and tea premiums are tending to be- 
come larger, according to returns on the sixth annual sur- 
vey conducted by COFFEE & TEA INDUSTRIES. 

As usual, response to this section of the survey was 
somewhat scanty. Only three out of four respondents 
filled in these questions. 

With this qualification, the budget section of the survey 
does have value as an indicator of coffee and tea packer 
attitudes. 

The survey questionnaire offered two approaches to 
premium budgets: percentage of gross sales, and amount. 

Regular coffee and tea firms indicated an average pre- 
mium budget, in percentage of gross sales, of .018 per 
cent. The lowest was .003 per cent, the highest .025 
per cent. 

Wagon route budgets were substantially higher, an 
average of 19 per cent. The top home delivery propor- 
tion was an astonishing 50 per cent of gross sales, the 
lowest 5 per cent. 

The trend in these proportions is, if anything, on the 
upside. 

About 48 per cent of the respondents answering this 
section said the gross sale percentage this year was the 
same as in 1954, 

(Continued on page 48) 


45 









Greetings to the 40th Annual Convention 
NRTCMA 


Edgewater Beach Hotel, Chicago, June 12-15, 1955 





Aptaker-Falkow Associates 


Direct Factory Mfrs. 
Representatives 


100 West Chicago Ave., Chicago 


Continental Can Company 
Mfrs. of Tin Containers 


100 East 42nd St., New York City 17 





Baker-Cammack 
Hosiery Mills, Inc. 


222 West Adams Street 
Chicago, Illinois 


Continental Coffee 
Company 


375 West Ontario Street 
Chicago 90, Illinois 





Borg Erickson Inc. 
Mfrs. of Quality Scales 
for the Home 


1133 North Kilbourn Ave. 
Chicago 51 


WELCOME TO THE 
Home Service Trade 
Cory Corporation 
221 North LaSalle St. 
Chicago | 





James R. Cavanagh 
& Associates 


209 S. State Street 
Chicago 4, Illinois 


The Enterprise Aluminum 
Company 


Outstanding Premiums 
For Home Service Trade 
Massillon, Ohio 





Claire Mfg. Company 


Mfrs. of Aerosol Bomb Insecticide 
Deodorant for Household Use 


7640 Vincennes Ave., Chicago 20 


J.G. Ferguson & Associates 


Distributors of Children Classics, 
games, puzzles and coloring sets. 


6 N. Michigan Ave., Chicago 2 





Cleanser Products 


Div. SOS Company 
Cleanser Pads 
Husky 
7123 W. 65th St., Chicago 10 


Flavour Candy Company 


600 North Albany Ave. 
Chicago 12, Illinois 





Close & Co. 


Mfrs. of candies for 
the Home Service Merchant 


4603 West Gladys Ave., 
Chicago 44, Ill. 


Forrest Yarn Company 
Angus Mill Products 
Manufacturers of Angus All purpose 
cloths and dish towels for special 
promotions and year ‘round selling. 


45 W. Scottdale Rd., Lansdowne, Pa. 





Club Aluminum Products 
Company 
Glass Coffee and Tea Servers 
1250 Fullerton Ave., Chicago 14 


Glolite Corporation 


Christmas Decorations, lighting 
and Vinylite premium specialties 


1472 Merchandise Mart, Chicago 








We Welcome Your Convention This Year 
EDGEWATER BEACH HOTEL 5349 No. Sheridan Road, Chicago, 40 
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Best Wishes to the 
“Wagon Route Operators” 





Gotham Industries Inc. 
Complete plastic lines, picnic kits 
and toy items 


1453-a Merchandise Mart 
Chicago 54 


Edgewater Beach Hotel, 
where convention meets. 





MODERN COFFEE PLANT 
Design @ Engineering 
Equipment 


B. F. Gump Co. 
1325 So. Cicero, Chicago 50 


Shellmar-Betner 
Flexible Packaging Division 
CONTINENTAL CAN COMPANY 
Mfrs. of Paper Bags 
Devon, Pennsylvania 





Hazel-Atlas Glass 


Company 
Quality Glassware 


for Home Service Trade 
228 N. LaSalle St., Chicago 1!1 





Smoler Bros. Inc. 
2300 Wabansia Ave. 


Chicago, Illinois 





H. H. Hixson & Co., Inc. 


Coconut, coffees, teas and 
other specialties 


1218 N. Halsted St., Chicago 22 





Superior Tea and Coffee 
Company 
2278 No. Elston Ave., Chicago 14 
Est. 1908 





John D. Houck Mfg. Co. 


Jack Riecke, Manager 
Manufacturers of 
Houck Peerless Coffee Maker 
736 North Albany Ave. 


Supreme Products Inc. 
2222 S. Calumet Avenue 


Chicago 16, Illinois 





Chicago 12 


Kitchen Art Foods, Inc. 
Wife Saver — Baking Mixes 
2320 No. Damen Ave., Chicago 47 





Tigrett Enterprises 
Line of patented toys 
66 East Walton Place, Chicago || 





F, L. McCabe & Son 
Special Accounts Agency 
Merchandise Mart 
Chicago 54, Illinois 
Nationally Advertised Merchandise 
for the Home Service Trade. 


Universal Electric Log 


Co., Inc. 
Novelty Lamps, Coffee Makers, 
Novelties 
733 So. Halsted St., Chicago 





Odor-Aire Corporation 
330 North Mosley 
Wichita, Kansas 


West Bend Aluminum Co. 


Automatic Coffee Makers 
and Cooking Utensils 


West Bend, Wisc. 








Queen's Lusterware Ltd. 
1001 West Weed Street 
Chicago 22, Illinois 





Zion Cookies & Candy Division 


Zion Industries Inc. 


Zion, Illinois 
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Leon Israel & Bros., Inc. 


Coffee Importers 


NEW ORLEANS 
300 MAGAZINE ST. 


SAN FRANCISCO CHICAGO 
160 CALIFORNIA ST. 404 NO. WELLS ST. 
AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


NEW YORK 
101 FRONT ST. 


Coffee Planters & Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 














| Dri Olator URNS 
BETTER COFFEE MAKERS 


% Restaurants 

* Cafes 

% Lunch Counters 

*% Churches 

* Clubs 

* Private Homes, or wherever 
a quantities of delicious 
uniformly brewed coffee is 

desired 


Easy to use 
cloths or 


Easy to clean 
Requires no bags 
filter papers. Makes the same 
full-bodied brew everytime 


DU-48 URN 
48-cup capacity original 
genuine drip process. Tomlinson 
No-Drip Faucet. Three way 
switch. 110-120 AC and OC 
current 


GE-18 URN 


18-cup capacity. The little 
brother to the 48-cup urn 


THE 
ENTERPRISE 
ALUMINUM COMPANY 


Massillon, Ohio 


Only 
Enterprise 
Makes the 
Genuine 


Drip-O-leter 
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Premium budgets 
(Continued from page 45) 





Another 11 per cent indicated the proportion was 
higher. 

Only 3 per cent noted a smaller percentage. 

A significant 29 per cent noted that they had no pre- 
mium budgets—although among them were some of the 
heaviest premium users in the industry. ' 

This seeming paradox disappears when the nature 
of their premium offers are checked: self-liquidators pre- 
dominate. 

Other respondents said they did not have such budget 
information available, and a few declared it was too soon 
to know the figures. 

Fewer respondents gave answers to the questions on 
budget amounts, but in general the trend indicated by 
the gross sales percentages was confirmed. 

About 13 per cent of the respondents answering the 
budget section as a whole said the amounts they set aside 
for premiums this year was the same as last year. 

Larger amounts were noted by 8 per cent, smaller sums 
by 2 per cent and inderterminate or varying amounts by 
less than 1 per cent. 


Many future premiums not yet picked 


Many coffee and tea packers with premium offers slated 
for the balance of the year were still undecided on the 
items by May 2nd, deadline for returns on the sixth 
annual survey of coffee and tea premium use. 

About 27 per cent of the premium using respondents 
did not specify their premium items for balance-of-the- 
year promotions—and most of them indicated they had 
not yet decided. 

Another 42 per cent said they would be using the 
same premiums in the months ahead as they had already 
featured in the first four months of the year. 

A smattering of respondents, premium users prior to 
May, declared they would run no additional promotions 
during the balance of the year. 

In a few instances, results of early offers were awaited 
before decisions were clinched. This was indicated in 
such statements as: “Results on trial offer will decide 
whether to continue item.” ‘‘Possibly a repeat deal.” 

Christmas premium promotions, one set to get under- 
way as early as October, are also on the books. 

Other respondents indicated their lines of premium 
offerings would be modified in the months ahead: ‘Same, 
plus some new items.” “Delete some items, add others.” 
“May pick up something else.” 

Among the items specifically listed for balance-of-year 
promotions were lawn chairs, men’s sport shirts, blankets, 
children’s slacks, cutlery, coffee makers, playing cards, 
aluminumware, dishes, nylons, Skotch Koolers, toys and 
glassware. 


Premium delivery via grocers leads 


More coffee and tea premiums are channeled to con- 
sumers through food stores than any other way, it is indi- 
cated by the 1955 survey of premium use in these in- 
dustries. 

About 37 per cent of the premiums listed by survey 
respondents were delivered via grocery stores. 

(Continued on page 67) 
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THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 





Represented in 


BRAZIL AND COLOMBIA 


By the 


AMERICAN COFFEE CORPORATION 














PS AMEE EI 


is preferred --because of its 





@ True Characteristics of Mild Coffee 
@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Plus: Expert Care in Final Removal of Detects 


DEPARTMENT OF AGRICULTURE PORT AU PRINCE, HAITI 
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customers do play favorites! 


By EUGENE G. LAUGHERY, General Manager 
The Coffee Brewing Institute, Inc. 


Are you a roaster catering to the restaurant trade? You 
might be getting calls soon from some of your accounts. 
They'll be asking you for “appraisals of the beverage qual- 
ity” of their coffee. 

This article tells you what it’s all about. The article is 
from the talk by Mr. Laughery at the recent 36th annual 
National Restaurant Association convention and exposition 
in Chicago. 

The “appraisals” are only one part of the story. It’s a 
story no roaster selling to restaurants can afford to skip. 


Customers do play favorites! 

We can say this with authority, having just completed an 
extensive survey dealing with the most vital element of your 
business—your customer. 

Our purpose in this study has been to find out his re- 
action to the coffee served in 
public eating places and how 
this reaction affects both the 
restaurant and coffee indus- 
tries. 

We have found out. 

It was just a year ago that 

the project was announced. 
From the outset is was a joint 
effort that attracted active and 
valuable cooperation in each 
of the respective industries. 

This report found full ex- 
pression through the form- 
ation of an inter-industry committee set up for the purpose 
of advising the Coffee Brewing Institute, and made up of 
representatives from the National Restaurant Association, the 
American Hotel Association, the Pan American Coffee 
Bureau and the National Coffee Association. They have 
worked closely with the Institute and the management 
counseling firm of Nejelski and Co., which was engaged to 
carry out the study. 

The survey was conducted in 24 restaurants of various 
classifications located in New York, Chicago and Los 
Angeles. During the year-long study some 4800 patrons 
were interviewed. 

Many of you will recall that back in 1948 there was a 
joint survey of restaurant operators to determine the im- 
portance of coffee in the restaurant business. 

Well, all the restaurant operators who were interviewed 
agreed unanimously that “Good Coffee Is Good Business!” 
And from that point on, eyerybody was supposed to live 
happily and make good coffee forever after. 

Unfortunately, that isn’t the way it worked out. 

Even though restaurant operators kept telling one another 
that ‘Good Coffee Is Good Business,” the operators who 
made only fair coffee went right on making it only fair, 
and the operators who made bad coffee went right on 
making it bad. 
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So, after six years of not-much-progress in raising the 
standards of restaurant coffee, somebody asked this question: 
"If ‘Good Coffee Is Good Business’ why do so many ap- 
parently sane restaurant operators go right on making poor 
coffee?’ And someone else suggested that maybe it was be- 
cause a lot of restaurant operators were paying lip service 
to a slogan they didn’t really believe. 

And why didn’t they really believe it? Well, for one 
thing, because no man is a prophet in his own industry, and 
the fact that restaurant operators were telling themselves 
that “Good Coffee Is Good Business’ didn't pack too 
much authority. 

So, the job the new joint committee had to do was obvious. 
They had to get—once and for all and beyond a shadow of 
a doubt—the answer to the question: Is good coffee really 
good business?” 

And where could they get the final answer to that 
question—an answer that would be accepted by every logical- 
thinking restaurant operator in the United States? 

Well, once again someone had a brilliant idea. He said, 
“Let's ask your customers,” 

That, of course, was it! Just get the restaurant operator’s 
customers to prove that ‘Good Coffee Is Good Business’ and 
the slogan really would pack authority! 

But, of course, we couldn’t come right out and ask the 
customers to say “Yes” or “No” if they thought ‘Good 
Coffee Was Good Business.” We had to be a little more 
devious and subtle about it. So we started out by asking 
them. “What do you like about restaurants?” 

And we didn’t put it exactly shat way either. Because if 
an interviewer sat at a table and asked a diner what he liked 
about restaurants he might draw a complete blank or a long 
dissertation on the fact that the meat was too rare. So, we 
broke down that great big question into a number of little 
parts like cleanliness, courtesy, coffee, entrees, fast service, 
comfort, etc. 

And do you know what those 4,800 customers told us? 
They told us: “In food items coffee is first!” 

That is, it ranked first among the foods that made them 
“like” a restaurant. Just look at that! A little 5, 10, or 15, 
or 20-cent item of more importance to these restaurant cus- 
tomers than an entree even! Incredible isn’t it? Yet a survey 
of 4,800 of customers says it’s so! 

All right, that shows the power of coffee to make friends 
and influence people as compared to other foods and drink. 
But those 4,800 patrons also told us that “Among all items 
coffee stil] ranks high.” 

To be specific, we found that among all the factors taken 
into consideration, there were only two more important 
than good coffee in choosing a restaurant. Namely “cleanli- 
ness and “‘courtesy."’ Coffee, as you can see, is right up there 
in third place. 

After determining the importance of coffee in choosing 


a restaurant, we decided it would be helpful if those 4,800 
(Continued on page 56) 
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your Customers know 
the difference | 


We are the world’s largest independent instant 
coffee manufacturer, serving leading grocery 
chains, coffee roasters, and wholesalers. 

Ask about our fast-selling instant coffee, fine 
quality, dependable service. 


PRIVATE LABEL PRODUCTION IS OUR 
EXCLUSIVE BUSINESS. 


Yo) MERG?:0 35 ROME GLO):92 


Instant Coffee & Tea Manufacturers 





180-02 BRINCKERHOFF AVENUE JAMAICA 33, NEW YORK 


Olympia 7-0700 
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the revolution | 
in green coffee marketing — 


By GEORGE A. MANDIS, Coffee, Cocoa and Sugar Specialist 










An introduction to “linear programming” for the roaster 


This is the third of a series of articles. The ideas are 
entirely the author's. They are presented here as stimulating, 
serious thoughts on matters a the very heart of coffee buying 
and selling. Comments on the author's ideas are welcome. 


In our second article, appearing in the May, 1955, issue 
of CoFFEE & TEA INDusTRIES, the author expounded briefly 
on the subject of Trading “On Call” as related to the ex- 
porter/shipper and the U.S. importer/dealer. We also 
illustrated how “‘on call’ transactions could operate be- 
tween a Brazilian export/shipper and a U.S. importer/dealer. 

In this article, we shall attempt to complete section (E), 
trading “on call,” by giving a few more examples of the 
exporter/shipper and U.S. importer/dealer relationship. We 
shall also show how trading “on call’ could be related to 
the roaster. Sections (F), the principle of hedging and 
arbitrage opportunities in coffee, and (G), our analysis of 
some of the price movement factors along with the supply- 
demand conditions, will be completed in future articles. 

The writer welcomes any comments regarding this method 
of marketing. So far, he has been able to handle success- 
fully all objections raised by certain importer/dealers and 
large roasters. This, in itself, is encouraging. The author 
hopes with all sincerity that something constructive can be 
done in getting these ideas translated into action. 

It is a treacherous business for the U.S. importer/dealer 
to buy coffee on a fixed price basis and try to sell at a 
higher fixed price basis to another dealer or roaster without 
hedging. It would be a simple and wonderful business if 
the importer/dealer could always buy spot coffee at a fixed 
price, add his cost and profit to this figure, and turn around 
and sell the spot coffee at another fixed price to his outlet. 
But, unfortunately, this spread between the buying price 
and selling price may not at times be wide enough to cover 
importer/dealer’s cost. Therefore, in such cases U.S. im- 
porter/dealers waste valuable time by waiting for the right 
opportunity to buy and sell at fixed prices. The alert will 
capitalize on this time factor by making an endeavor to fore- 
judge the future movement of the “basis” prices and oper- 
ating their business accordingly. 

Before the reader proceeds further, the author recom- 
mends that you review and firmly fix in your mind the 
definition of the ‘basis’ (see the first installment) and the 
meaning of buyer’s and seller's call (see the second install- 
ment). 

The writer will make a scientific attempt to show logically 
and concretely how this proposed marketing method could 


JUNE, 1955 


operate successfully. The author will use prose whenever 
possible to portray these ideas, followed by mathematical 
expressions. Readers mathematically inclined would do 
well to digest these equations, because the logic behind 
them is unquestionably concrete. Readers not mathematically 
inclined would do well to get in touch with the author, 
and perhaps together we can digest these concepts and put 
them dynamically into actual use in the buying and selling 
of coffee. 

This is the first mathematical treatment ever done regard- 
ing the marketing of a commodity and tying in purchase 
and sales commitments with hedging. This type of treat- 
ment is called “linear programming,” and the author will 
make every effort to keep the actual mathematics on a simple, 
algebraic level and try to avoid complicating the subject 
matter. 

“Linear programming,” in simple terms, is an attempt in 
this case to show importers/dealers and roasters how they 
can maximize their profits and minimize their cost of the 





Errata 


..In the second installment of ‘The revolution in 
green coffee marketing”, in the May, 1955, issue, 
on Page 14, the end of the third from the top should 
read “ . . . where Cri < SCri”. Add the symbol 
<, which means less than. 











raw coffee bean, and at the same time stimulate consumption 
of coffee blends at the retail level. Hence, if the coffee 
trade would make an effort to digest the ideas expressed 
by the equations and the theory behind trading “on call,” 
the writer feels that in accordance to the ever-changing 
supply/demand conditions, the following results might be- 
come a reality: 

1. The exporter/shippers in the major producing areas 
will benefit by receiving the fullest price possible for their 
coffee as related to the total exportable production. 

2. The roaster will benefit by paying the lowest possible 
full price for the raw coffee when planning his purchases, 
and last, 

3. Consumer demand should improve, because price 
changes for blends on the retail shelf would hardly fluctuate 
as much as the full price of raw coffeee. 

The method of analysis portrayed in this article is the 
first attempted by anyone to take these advanced mathe- 
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“Let’s Stabilize the Industry 
by 
Merchandising the Product” 


John F. McKiernan, president of the National Coffee As- 
sociation of the U.S.A. used the above quotation as the theme 
for an address before the recent annual convention of the 


Pacific Coast Coffee Association. 


Mr. McKiernan emphasizes the fact that the coffee industry 
is at present plagued with under-consumption rather than 
over-production and that the remedy is active and intensive 


merchandising. 


We subscribe to Mr. McKiernan’s viewpoint. The speech 
as a whole contains much food for thought and is worthy of 


careful consideration, plus action, by all in the industry. 


RUFFNER, McDOWELL & BURCH, INC. 


SAN FRANCISCO — CHICAGO — NEW ORLEANS — NEW YORK 


"It pays to trade the Ruffner way" 


COFFEE BROKERS AND AGENTS 
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matical ideas off the academic library shelf and bend these 
concepts to fit the marketing of coffee. 

The mathematically inclined reader would do well to learn 
the definitions of the mathematical symbols in the accom- 
panying list in order to appreciate the meaning portrayed by 
the equations shown in the article. 

In our last article we explored the E/S and I/D re- 
lationship. If E/S offers coffee to U.S. I/D on Sellet’s 
Call, on an agreed basis, Bi, for the “i” 
when the E/S calls the price, the I/D sells the future de- 
livery month at price Ni. 

The I/D then pays the E/S the equivalent in U.S. cur- 
rency (Ni + Bi) == Cri. The I/D offers this same coffee 
to another dealer or to a roaster on buyer's call at a new 
basis, (Bi + Ki), where Ki — (CCi + Pi). 

Then we showed that if the I/D’s buying basis was Cri 
and the selling basis to a roaster was SCri for each “‘i’’th 
transaction, the 1/D’s computation would be: 

Cri + (CCi + Pi) = (Cri + Ki) = SCri = RCri, and 
(CCi + Pi) — Ki = (SCri — Cri), 
where Cri < SCri 

The difference (CCi + Pi) is the I/D basis for staying in 
business. The final result for each “i” 
classed as successful must become: 

(ACi + Pi) = (CCi + Pi), or 
ACi = CCi 

In our last article we also gave the reader a few technical 
and sound reasons as to why trading “on call” would be 
beneficial to the E/S and to the I/D. 

We shall now give a few more examples illustrating 
this method of marketing over international boundaries. 
The examples selected are unique in that they illustrate 
clearly the manner in which an E/S or I/D would respond 
under this proposed method of marketing. 

The E/S must make every effort to sell his coffee at the 
best possible price. If the E/S is offering at a favorable 
basis, Bi, to a U.S. I/D, the I/D will book heavily if he 
feels the buying basis is likely to advance. On the other 
hand, the E/S may not want to sell because of a possible 
advance in the full price, Cri, after the harvest is com- 
pleted. It appears that the only intelligent way to solve 
this problem is to initiate a program of trading “on call.” 

The full price that the I/D must eventually pay the E/S 
will be equal to the summation of the agreed basis, Bi, 
the price of the future contract, Ni, at which the delivery 
month was sold by the U.S. I/D, or Cri = (Ni + Bz). 
This material was covered more thoroughly in our second 
installment. 

Example I: The big question is, when will the E/S call 
the price? Usually the E/S would call the price within the 
agreed period, when the E/S feels that the designated 
future delivery at New York is as high as it will go. In 
other words, when the spread between the designated de- 
livery month on the D-Contract in Brazil and the same de- 
livery month on the B-Contract in New York are as wide 
as possible for that particular moment. 

If the E/S operates on this basis he will be sure of re- 
action. Furthermore, the 1/D will be sure of receiving 
the agreed basis, Bi. If, in the meantime, the Bi should 
advance in the Brazilian spot market by an amount equal 
to the E/S’s carrying costs, the E/S would realize a savings 
on these costs and the E/S should call the price immediately 
and make his shipment good in accordance with the terms 
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Symbols used 
in “The revolution in green coffee marketing” 


E/S—exporters or shippers 
I/D—importers/dealers 
R—the roaster 
N—price of the fcture delivery month on the New 
York Coffee & Sugar Exchange, Inc. 
B—current quoted basis to the I/D 
RB—current quoted basis to the R 
Cr—the full price per pound of raw coffee bean, the 
cost to the I/D 
RCr or SCr—the full price per pound of the raw 
coffee beans, the cost to the R. (Hence, 
in our second installment we termed SCr 
to mean the selling price of raw coffee 
beans to another I/D or R.) 
CC—the calculated cost to the 1/D 
AC—the actual cost to the I/D 
RCC—the calculated cost to the R 
RAC—the actual cost to the R 
P—profit or net return to I/D 
RP—profit or net return to R 
S—the selling price of bag-packed or vacuum-packed 
or instant coffee to the distributor or retail outlet, 
whichever the case may be, and to be shipped at 
some future shipment date 
Q—quantity of raw coffee expressed in pounds. 
s—this letter after Cr or RCr or SCr or Q refers to 
Brazilian coffee 
m—this letter after Cr or RCr or SCr or Q refers to 
Colombian coffee 
wm—this letter after Cr or RCr or SCr or Q refers to 
washed milds 
f—this letter after Cr or RCr or SCr or Q refers to 
filler grades or Robustas 
“?’—the letter “i” after a symbol designates the “ith 
transaction. The “i” can range from one trans- 
action to any number of different transactions. 
x—is used here to mean the amount of price change in 
N, the future price 
y—is used to mean the amount of price change in B, 
the basis 
means equal to 
means equal to or less than 
means equal to or greater than 
means less than 
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and conditions of the letter of credit. If, on the other hand, 
the E/S is long on the basis, Bi, and if the basis narrows, 
this E/S would be ahead of the other exporters, who have 
to contract on a narrower basis to sell their coffee. 

Hence, it is obvious that a U.S. I/D can afford to leave 
the full price, Cri, undetermined when they buy coffee on 
seller's call. They can give the E/S the right to select the 
time for calling the price within the agreed period at the 
specified basis, Bi, with respect to the agreed future de- 
livery month in New York. The U.S. I/D would post- 
pone selling the delivery month (or going long the basis 
in New York) until the E/S calls the price. 

Example II: If a U.S. I/D buys on buyer's call (not on 
seller's call) from his E/S, the E/S may sell in terms of his 

(Continued on page 66) 
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H. L. C. BENDIKS, INC. 


NEW YORK 
96 Front St. 
SAN FRANCISCO 
40 California St. 


NEW ORLEANS 
225 Magazine St. 


IMPORTERS - JOBBERS 


COFFEE - TEA 


N. V. KOFFIE HANDELMY 
MATAGALPA 


P. 0. Box 631 
AMSTERDAM, C, HOLLAND 

















GRINDMASTERS 


WILL OPEN THE 


DOOR FOR 
you TOO! . 1 
oo ed — ‘ Grindmaster's 


2, Low Cost encourages 
Retailer acceptance. 


4 


The only way to 
get aroma selling 
"| for you and retailer. 


3 


| Makes retailers more 
> willing to feature 
and promote 
bag packed coffees. 


r | 


More roasters use the 
GRINDMASTER to 
increase whole bean 
sales than any 

other make. 


Le? 4 
ete aa 


Write for infor- 

mation on how you can use 
GRINDMASTERS tec greatly in- 
crease sales of your bag packed 
whole bean coffees. 


AMERICAN DUPLEX CO. 
815-827 West Market St. Louisville 2, Ky. 
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By DOUGLAS WOOD 
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"But madam, all | need to SEE is one of our coffee cans in your 
kitchen and this handsome electric blanket is yours.” 


customers do play favorites! 
| (Continued from page 50) 





restaurant patrons would tell us: ‘“What is most important 
| about a cup of coffee?” 

| And since few customers would be able to ad lib the 
answers to such a complicated question, we gave them a 
choice of answers—with these results: 

| 63 per cent said FLAVOR was most important. (And 
since you can’t determine good flavor without some strength, 
this might also be construed as a vote for a full-bodied cup 
of coffee). As a matter of fact... 

23 per cent said STRENGTH was most important. And 
this percentage undoubtedly included the people who really 
know a good cup of coffee. 
| 13 per cent said AROMA was most important. (Which 
could also be construed, in part, as a vote for freshly 
|brewed coffee.) 
| And 10 per cent said COLOR. (Which reflects the very 
| practical attitude that they intend to drink their coffee rather 
than wear it!) 

Going back now to the importance of coffee in the cus- 
tomer’s rating of your restaurant, we thought it would be 
|a good idea to find out if their opinions about the importance 
of coffee jibed with their actions about it. To put it another 
way, we wanted to see if their opinions were strong enough 
‘to stimulate action. So, we asked those 4,800 restaurant 
patrons: “Does coffee influence your choice of restaurants?” 
and/or ‘Do you play favorites because of coffee?” 
| Well we hit them from the positive and negative poles 
on that one. And here’s what we came up with: 

49 per cent said they visit a restaurant specifically be- 
|cause its coffee it Good! 

And 32 per cent said they stopped visiting a restaurant 
specifically because its coffee was Bad! 

I think you'll agree that those two answers, taken to- 
_gether, seem to clinch the fact that ‘“Good Coffee Is Good 
Business.”" But we wanted to go one step further. And so 
we got the restaurants we were working with to improve 
their coffee, and then our interviewers went back to those 
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Roasters support new 
P. A. C. B. safety program! 


From all over the country, orders are coming in ees . 

for the colorful promotion material on the new | for safety's sake 
P. A.C. B. highway safety program. Roasters — | 
and. restaurants too — are actively taking part 
in this worthwhile program. It’s helping their 
public relations effort — and helping them to sell 


more coffee. 


If you have not yet ordered the posters, window 
streamers, or back bar pieces, place your order 
today with the Pan-American Coffee Bureau, | - | K 
120 Wall Street, New York 5, N. Y. They are 
still available to you at half cost: $6.00 a hun- 
dred for the 28” x 42” poster — $2.00 a hundred 
for the 28” x 14” window streamer — $2.00 a hun- 
dred for the 742” x 15” back bar piece. All have 


ample space for your imprint. 











Sincerely yours, 


window streamer, 28” x 14” 
( (aay 
MANAGER SAFETYS Wiigaas 
SAKE BREAK 


back bar piece, 7¥2” x 15" 
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A Century of Service... 


PRIVATE LABEL BLENDING, ROASTING, PACKING — TEA BAG PACKING — 
TO SPECIFICATIONS — VACUUM TINS, 1-LB. PAPER BAGS, RESTAURANT 
PACKS, 2 AND 4 OZ. INSTANT. 

Complete service available — supplying green coffee, roasting to 
your specifications, blending to your standard, packing under 
your label. Samples of your coffee matched and prices quoted. 


EPPENS, SMITH CO., Inc. 


Direct Importers of Coffee and Tea 
51-02 21st Street, Long Island City 1, N.Y. 
Telephone EXeter 2-0600 


FAIRCHILD & BOLTE 


91 FRONT STREET NEW YORK 


Green Coll ee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 

HMATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF NYC 

MY. COFFEE AND SUGAR EXCHANGE 
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restaurants to find out if the improvement had been noticed 
by each restaurant’s patrons. 

In each of the groupings of the restaurants where cus- 
tomers originally rated coffee high, medium and low, after 
the changes were made the patrons who rate the coffee ex- . 
cellent and above average increased. 

Even where the coffee was originally rated high, changes 
and improvements in the coffee brewing increased the ex- 
cellents from 32 per cent to 38 per cent. I want to empha- 
size again that these were the eating places where coffee 
was already judged to be “tops.” 

The eating places with the middle ratings produced the 
most dramatic reactions of all. The excellent and above 
average combined shot up from 61 per cent to 73 per cent. 

Even the eating places that were rated low in the first 
interviews gained when minor improvements were put into 
effect. The combined excellent and above average ratings 
went from 33 per cent to 42 per cent. 


They do notice better coffee 


I'd like to emphasize that the SENSE of all these figures 
is that when these various categories of restaurants im- 
proved their coffee, significant percentages of their customers 
did notice it and were favorably impressed by it. 

Do you think that gives us the final answer to the question, 
“Is good coffee really good business?” After all, 4,800 of 
YOUR customers said, “Yes.” And the customer is never 
wrong! 

So let's all agree that ““Cood Coffee Is Good Business.” 
The exact same conclusion you restaurant folks arrived at, by 
yourselves, back in 1948. But this time there's a difference. 
This time you know what your CUSTOMERS think—and 
even more important—you know how they will ACT. 

So there you have it. 

Now the big question in your mind probably is, ‘How 
can I make better coffee’? Naturally, we can’t answer each 
of you here individually. We do have the answers, though, 
in the training materials we have produced for teaching 
your personnel how to brew a cup of good coffee. These 
include our colored sound slide training film, an illustrated 
booklet reproducing the pictures and commentary of the 
film, as well as other booklets. 

What's more, additional: training aids are in the works 
and should be ready in the not too distant future. 


Coffee salesmen clinics 


The most ambitious is the establishment of coffee brew- 
ing clinics for the coffee salesmen. This facility will 
eventually be extended to include restaurant personnel. 

There are other projects in the planning stage that will 
have a direct bearing on your operations. At the moment 
we afe considering the development of techniques for 
measuring brew quality, the establishment of a project de- 
voted to the study of brewing equipment and further re- 
search on water. These, and many other facets having to 
do with brewing, will be undertaken and results reported 
to you as they are obtained. 

Furthermore, we intend to furnish you with specific case 
histories of establishments which have profited dollars and 
cents-wise as a result of improving their brewing techniques. 

The point is that we're not stopping with the survey 
material I’ve shown you today. Actually, we are just be- 
ginning. We plan to work with you—each and every one 
of you—from now on. 

(Continued on page 94) 
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WHITE CROSS 


iLEADERSHIP IN 
COFFEE MAKING! 


THE 
SPEEDMASTER 


Gas or Electric 
Exclusive filter process assures 


no waste, no sediment, full rich 
flavor. More coffee per hour 


than any unit of similar size. 


W rite for information 
ALL MODELS AVAILABLE 
Gas or Electric (also plug-ins) 


FOR HOTELS — RESTAURANTS — CLUBS 
WHITE © CROSS 


NATIONAL STAMPING & ELECTRIC WORKS 
2215 CLARK AVENUE ST. LOUIS 3, MO. 











S. A. SCHONBRUNN & CO., INC, 
77 Water Street, New York, N. Y. 





End 12 and 14 ounce packs 
for restaurants, Southern 
roasters urge U. S. trade 


Discontinue 12 and 14 ounce coffee packs for restaurants 
and return to the historic pack of 16 ounces, the Southern 
Coffee Roasters Association urged last month. 

Meeting in New Orleans at the St. Charles Hotel for its 
annual convention, SCRA noted the serious decline in 
coffee sales to hotels and restaurants and urged the National 
Coffee Association to get American roasters to return to 
recommending the formula advocated by the Coffee Brew- 
ing Institute of 16 ounces to two gallons of water. 

SCRA also adopted unanimously a resolution voicing con- 
cern at the prospect of the import of soluble coffee manu- 
factured abroad. 

Such imports would have an adverse effect on domestic 
roasters and green coffee importers, SCRA said, and recom- 
mended that immediate steps be taken to secure proper pro- 
tection for the domestic industry by means of import duties. 

Elected as officers were R. J. Bates Smith, Interstate 
Coffee Co., Augusta, Ga., president; Marvin Bubis, Ameri- 
can Tea and Coffee Co., Nashville, Tenn., first vice presi- 
dent; William E. Smith, Batterton Coffee Co., Birmingham, 
Ala., second vice president; H. Norman Saurage Jr., Com- 
munity Coffee Co., Baton Rouge, secretary-treasurer. 

SCRA’s next convention will be held in Birmingham. 

Featured speaker at the conclave was John F. McKiernan, 
president of the National Coffee Association. 

“The year of 1946 was the peak year for per capita coffee 
consumption in the United States,’ Mr. McKiernan said. 
“In that year, there were 101,857,000 people in our civilian 
population who were 15 years of age or over. Each of them 
consumed 27.2 pounds of coffee—a total of 20,944,921 bags. 

“Last year, when our civilian population of 15 or over 
had risen to 112,038,000 people—an increase of 10 per 
cent—per capita consumption had declined to 20.9 pounds 
—a drop in per capita consumption of 30 per cent. 

‘Now here's the sad truth of the matter. If per capita 
consumption last year had been equal to that of the peak 
year—1946—our increased population would have con- 
sumed over 23,000,000 bags of coffee instead of the esti- 
mated 17,699,000 bags reportedly consumed. In other 
words, if our per capita consumption had not declined so 
radically, the U.S. coffee industry would have imported, 
roasted and made the cash registers ring with over 5,300,000 
more bags of coffee during 1954.” 

“If these figures prove anything at all, they prove that 
the problem that confronts us today is one of undercon- 
sumption rather than overproduction,” he declared. 

The NCA movie, ‘““The Coffee Case,’ was also shown to 
the Southern coffee convention. 

A pre-convention cocktail party was tendered by Mr. 
and Mrs. Eric Eben, of the Eastern Tea Corp., Staten Island, 
N. Y., and Buckley and Forstall, coffee brokers in New 
Orleans. The party was at the St. Charles Hotel. 

Among the many guests attending were Mr. and Mrs. 
Ralph Lipthrott, Reace Coffee Co., St. Petersburg, Fla.; 
Mr. and Mrs. Perrin Lawson, Lawson Coffee Co., Tampa, 
Fla.; Mr. and Mrs. John Dinos, Mocha Coffee Co., Atlanta, 
Ga.; Fred Martin, Bingham Coffee Co., Jacksonville, Fla. ; 
Mr. and Mrs. Goodson, Jackson, Miss.; and Mr. and Mrs. 
David Kattan, New Orleans, La. 
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Buffer stocks, East European 
markets will take 5,000,000 


bags of Brazil coffee, Leite says 


Brazil expects to remove upwards of 5,000,000 bags of 
coffee from supplies available to present markets by a com- 
bination of buffer stocks and opening up of what was 
termed “a vast new market” in parts of Eastern Europe. 

Horacio Cintra Leite, U. S. representative of the Brazilian 
Coffee Institute, disclosed that “serious interest in purchase 
of Brazilian coffee has already been expressed by Jugoslavia, 
Czechoslovakia, Rumania, Hungary and Poland. Negoti- 
ations to effectuate large-scale exports to those areas can 
be expected immediately.” 

Brazil is moving rapidly to put both plans into effect, 
Mr. Leite said, and is acting “in close coordination with 
other American coffee-growing countries.” 

He noted that “‘coffee is almost a luxury beverage in parts 
of Eastern Europe, despite the fact that countries such as 
Czechoslovakia, Hungary and Rumania have traditionally 
been among the heaviest coffee drinkers. There is every 
indication that they will welcome an opportunity to im- 
port large quantities now at reasonable prices.” 

The size of the buffer stocks Brazil will set up, Mr. Leite 
said, “will be determined by market circumstances. But 
we plan to maintain the price of coffee at an even level 
and to eliminate the wide fluctuations which in the past have 
been harmful to growers and consumers alike.” 


Jabez Burns opens Midwest sales 


office, names Lingner to head it 


Establishment by Jabez Burns & Sons, Inc., of a midwest 
sales engineering branch in Chicago to serve 13 states and 
part of Canada has been announced by J. L. Robinson, vice 
president of the New York food processing equipment and 
machinery company. 

From headquarters in Chicago's Engineering Building, 
the office under George L. Lingner will service Illinois, 
Indiana, Iowa, Michigan, Wisconsin, Minnesota, Oklahoma, 
Arkansas, Kansas, Missouri, Nebraska, North Dakota, South 
Dakota and Manitoba, Canada. 

The company opened its first branch two years ago 
in Los Altos, Calif., to serve the Pacific Coast, Mountain 
States and western Canada. : 

Mr. Lingner, a graduate of the Stevens Institute of Tech- 
nology has been with the Burns company since 1932. 
He became plant superintendent in 1940, production man- 
ager in 1945 and sales representative last year. 


Named assistant to NCA p. r. director 


Miss Jacqueline Loughe has been appointed assistant to 
the public relations director of the National Coffee Asso- 
ciation, Joseph Drury. 

Prior to joining the N.C.A. last September, she was copy 
chief at WGBS, a Miami radio station. 

Miss Loughe succeeds Miss Margaret McDougall, who 
has resigned. 
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for safety's sake 


In the this 
is a three color poster 
measuring 28 by 42 
inches. It is one of 
the pieces available 
to roasters in ‘'safety- 
stop" drive which can 
boost summer coffee 
sales. 


original, 


Coffee-break 





Roasters get tool to boost 
summer volume in PACB 
“Safety Stop” campaign 


Coffee roasters are being given a new weapon to knock 
the sag out of summer sales—a campaign with three focal 
points, the Memorial Day, July 4th and Labor Day week- 
ends. 

Building momentum for the drive is a decision by the 
Fraternal Order of Police, 35,000 strong, to backing a 


ee ee ee 


campaign to reduce automobile accidents during the summer 
months by urging motorists to make periodic stops for re- 
laxation and coffee. 

This will be the first time that local police organizations 
have taken an active part in this campaign, which has been 
widely acclaimed during the past several years by national 
and highway safety groups. 

A major phase of the FOP program will consist of the 
distribution of highway and eating place safety posters and 
streamers featuring the campaign’s slogan: ‘For Safety's 
Sake—Stop—For a Coffee Break.”’ 

The highway campaign will be supplemented by a pub- 
licity program designed to promote the coffee-stop theme in 
newspapers and on radio-TV stations in every community 
containing FOP units. 

To aid this safety drive, the Pan-American Coffee Bureau 
is providing the FOP and other safety groups with three- 
color posters, window streamers and placards bearing the 
campaign’s slogan. 

Back-bar posters (71 by 15 inches), window streamers 
(28 by 14 inches), and posters (28 by 42 inches) are 
being made available to coffee roasters and restaurants de- 
siring them. 

Both the back-bar poster and the window streamer are 
available in quantities of a hundred each for $2.00. The 
large poster is priced at $6.00 per hundred. Space on all 
three is provided for brand imprinting. 

The Bureau is also promoting the coffee stop with a 
series of consumer advertisements. 

The overall program will be launched on the three-day 
Memorial Day weekend, a high-traffic period, and will con- 
tinue throughout the summer season through Labor Day. 
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Instant coffee trend 
is to larger package, 
wider use, survey shows 


More homemakers are using instant coffee than they 
did two years ago, and more of them are buying the 
product in larger packages, according to the results of a 
recently released Home Makers Guild of America survey 
which was made for the Owens-Illinois Glass Co. 

The present study was made to bring up-to-date con- 
sumer information governing purchase and use of instant 
coffee obtained in 1948 and 1952 through similar con- 
sumer panels. Results are based on questionnaires mailed 
to 1,500 consultants in all parts of the country, with 
1361 or 90.7 per cent tabulated in the final returns. 

More than three-fourths (77.1 per cent) of the Guild 
consultants participating in this study indicated that they 
had purchased some brand of instant coffee in the six 
months preceding receipt of questionnaires. This com- 
pares with only 52.6 per cent who had made similar 
purchases in 1952. 

Perhaps even more significant than the above figures 
is the fact that in 1954 only 6.2 per cent of the consultants 
indicated that they had never used instant coffee. This 
non-user figure compares to 22 per cent in 1952 and 42 
per cent in 1948. 

Of 1,048 consultants who indicated that they had pur- 
chased instant coffee in the six months prior to receipt 
of the questionnaires, 97.9 per cent actually had one or 





more brands of instant coffee in their homes at the 
time the questionnaires arrived. More than one fifth 
(22.8 per cent) had more than one brand on hand. In 
all, 62 different brands were mentioned as being in the 
home at the time the questionnaires were received. 

The accompanying table illustrates the trend in ex- 
clusive use of instant coffee and the use of both instant 
and regular: 

Use Use 
Instant Coffee Both Instant and 
Exclusively Regular Coffee 

77.39% 
81.2% 
91.8% 

Nearly half (46.5 per cent) of the women who use both 
instant and regular coffee estimated that instant coffee use 
ranges between 5 and 15 per cent of their total coffee 
making activities. 

Some 28.9 per cent of the consultants believe that they 
are using more instant coffee now than they were one 
year ago, while 11.2 per cent say less, and 59.9 per cent 
says they are using about the same amount. 

Regarding the consumers’ opinion of economy as fe- 
lated to instant coffee, the number of women believing 
that it would cost them less if they changed over and 
served only instant coffee instead of serving regular 
coffee is growing, according to figures compiled in the 
survey. 

Only a little more than one-fourth of the consultants 
believed that instant coffee costs more than regular 
coffee, while 44.1 per cent believe it is less expensive 
and 28.1 per cent believe the cost of the two is about 


the same. 

















ine Gobuabicun Coffees 


E 


li 





99 WALL STREET 


=I 


‘il 





LEONIDAS LARA «& SONS ine. 


NEW YORK 5, N. Y. IAIN 


= 
al 








Telephone: Digby 4-8777 





Cable: NYLORENA 


Teletype: NY 1-3368 








COFFEE 


& TEA INDUSTRIES and The Flavor Field 


~ 








One indication of the growing use and popularity of 
instant coffee is the trend to larger size packages. In 
1952, 64 per cent of all containers in the home were in 
the small size. In 1954, small containers had dropped 
to 58.7 per cent of the total. 

This trend toward larger size packages is confirmed 
by answers to the direct question, “Which size container 
for instant coffee do you prefer?” Here the ratio be- 
tween large and small sizes narrows even more, with 
39.8 per cent preferring the large size, 44.1 per cent the 
small size, and 16.1 per cent of the consultants having no 
preference. 

The principal reasons given by consultants for pre- 
ferring the large container are: (1) economy; (2) supply 
lasts longer. 


Brazilian carryover 
to be 5,300,000 bags; 
Junqueira new IBC head 


The Brazilian coffee carryover on June 30th will be about 
5,300,000 bags, according to a representative of the Sao 
Paulo Government on the Administrative Board of the 
Brazilian Coffee Institute, it was reported by Octavio Veiga. 

The Sao Paulo representative said that unofficial estimates 
put the incoming crop at between 16,000,000 and 17,000,000 
bags—which with the carryover totals 21,000,000 to 22,- 
000,000 bags for exports in the next crop year. 

Official estimates of the incoming crop have not yet been 
made, but all unofficial estimates place the crop somewhere 
between 16,000,000 and 17,000,000 bags. 


Diedrichsen resigns; Alkinder Junqueira 


named to head Brazilian Coffee Institute 

Raul Diederichsen has resisgned as president of the 
Brazilian Coffee Institute. His successor is Alkindar Jun- 
queira, a coffee grower, and one time secretary of agriculture. 

President Joao Café Filho completed his new cabinet 
with the appointment of Bento Munhoz da Rocha, former 
governor of the State of Parana, as minister of agriculture. 

The Institute was also reported to have called an extra- 
ordinary meeting ‘‘to approve and announce a sales policy 
and shipping regulations for the 1955-56 coffee crop, which 
starts June Ist.” 


Colombia to seek barter deals on coffee 


Colombia's Finance Minister Carlos Villaveces, speaking 
at a meeting of the National Federation of Commerce at 
Pereira, said it was necessary to do all possible to keep 
coffee prices from declining further to prevent a financial 
crisis, 

He said the government was determined to maintain a 
favorable trade balance through a severe import control 
plan, supplemented by barter agreements. 


NCA makes iced coffee back 


bar strips available to trade 


Coffee roasters who want to build iced coffee sales in 
their restaurant outlets can get point-of-sale aids from the 
National Coffee Association. 

NCA is making available colorful back bar strips measur- 
ing 15 by 4 5/8 inches. 
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currency (i.e. if Brazilian, it will be cruzeiros). The pre- 
vailing basis, Bi, will then be expressed in cruzeiros with 
respect to the designated future delivery month D Contract. 
On such transactions, there must be an ironclad rule that 
the U.S. I/D must call the price before the title passes and 
shipment is made. If the Brazilian E/S wishes to protect 
himself against loss through a possible narrowing of the 
spreads between the designated futures in Brazil and in 
N. Y., the E/S can execute a straddle between these two 
markets. He would sell the designated future month in 
New York and buy the same future month on the D-con- 
tract in Brazil. The E/S should unwind this straddle as 
soon as the I/D calls the price. 

We mentioned in our last article that such transactions 
would be preferable (buying on buyer's call or on a fixed 
price basis only for immediate shipments) to cover quick 
turnover commitments. In other words, if an I/D has 
received an order from an R for immediate shipment, the 
I/D, in such cases, should buy on buyer’s call instead of 
seller's call. This gives the I/D a little leeway or elbow 
room to move quickly in finding supplies to take care of 
such sales to roasters, R. 


Example III: When a Brazilian E/S receives a firm basis 
b.t, Bi, from a U.S. 1/D, this basis, Bi, will usually be 
based in U.S. currency and with respect to a specific future 
month in New York. The E/S will take the Bi and the Ni 
(expressed in U.S. currency) to determine the current full 
price on an F.O.B. basis, such as Cri == (Ni + Bi). 

He will then convert this Cri in terms of cruzeiros and 
compare this price with the prevailing price for the same 
delivery month in Bolsa D futures. The E/S being long 
the basis in the same future month, he will be able to arrive 
at basis price, Bi, in terms of cruzeiros. In this way, the 
E/S can compare the I/D’s Bi with the other Bi’s quoted in 
the Brazilian central market. If the E/S finds the I/D’s 
Bi satisfactory, and if he feels that the futures prices at New 
York are not likely to rise more relative to the prices of 
the same future in Brazil, the E/S will call the price. 
Simultaneously he will buy back his future on the Bolsa 
D contract market, where he was hedged. However, if the 
Brazilian exporter feels that the New York futures are 
going to move higher in relation to the Bolsa futures (the 
spread will widen), the E/S wil delay calling the price 
until he feels the spread has widened as much as possible. 
Then and only then, within the specified period of time 
agreed upon, will he call the price and simultaneously buy 
in his short position on the Bolsa market. At this same 
time, he will sell his U.S. dollar exchange to the amount 

(Continued on page 75) 
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coffee, tea premium delivery 
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Another 23 per cent was delivered by mail from the 
coffee or tea plant, the premium supplier, or the premium 
service house. 

This pattern reverses last year’s picture, when mail 
accounted for 34 per cent of the premium deliveries, and 
food stores for 24 per cent. 

In third place this year was distribution of the pre- 
mium inside, or attached to, the coffee or tea package 
itself. 

Wagon route delivery represented 29 per cent of the 
offers listed by respondents. 

Other ways of getting the premium to the user in- 
cluded distribution via premium departments at the plant, 
or through premium stores. 

Apart from wagon route operation, personal delivery 
cropped up in several ways. Salesmen delivered trade 
premiums direct to restaurants or institutions. Company 
representatives brought premiums to organizations. Top 
company executives presented contest prizes. 


Premiums are food store technique 


The coffee and tea promotion continues to be mainly a 
food store technique. 


The most intensive and consistent premium use is, of 
course, in the home delivery market. This segment of the 
coffee and tea industries accounts for more premium 
activity than the number of wagon route companies, alone, 
would indicate. 

More than half the survey respondents who don’t em- 
ploy premiums cater to the restaurant, hotel and insti- 
tutional market. 

Another 23 per cent of the non-users sell both to 
grocery and restaurant outlets. 

There were exceptions. A number of packers entirely 
in the restaurant field do employ premiums. One tea 
firm, for example, offers its institutional accounts iced tea 
dispensers and iced tea glasses. 

Some non-users still insist, emphatically, that premiums 
can only be offered at the expense of quality, a compro- 
mise they are unwilling to make. 

This opinion is becoming less frequent each year. Ap- 
parently gaining ground is the attitude that premiums 


are a sales promotion method, to be budgeted in the same 


way as advertising, point-of-sale displays and similar ac- 
tivities. 

Non-consumer premium offers—to food store operators 
or as internal sales incentives—are noted by less than 3 
per cent of the survey respondents. This proportion is 
about the same as las: year. 
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coffee is a medium of exchange 


By J. K. EVANS, Vice President, General Foods Corp. 


General Manager, Maxwell House 


This article consists of excerpts from 
the “breakfast speech” by Mr. Evans at 
the recent meeting in Cleveland, Ohio, 
of the Super Market Institute. 


Every now and then I get to thinking 
that the public press and radio, in general, 
might well be more helpful in setting up 
a friendship screen between the two 


ivision 


_Americas. One way to get this screen to 
working would be for the two continents 
to keep one another quite accurately in- 
formed about coffee. 

That a number of prominent periodicals 
of the two continents have succeeded 
pretty well in meeting this test I am 
well aware. But, in fairness to those 
journals and to all of the people of the 





SEPARATE 


AND DIRECT SERVICES 


TO fee) Re), :37:-3 AND 
ECUADOR {| MEXICO 
CUBA fand HAITI 


SHIP VIA 





WEEKLY trom 
BARRANQUILLA 
CARTAGENA to 


NEW YORK 
BALTIMORE 
PHILADELPHIA 


WEEKLY trom 
BUENAVENTURA 
GUAYAQUIL 
TUMACO-MANTA to 


NEW YORK 
BALTIMORE 
PHILADELPHIA 











WEEKLY from 
BARRANQUILLA 
CARTAGENA to 


NEW ORLEANS 
and HOUSTON 





EVERY 
10 DAYS from 
BUENAVENTURA 
GUAYAQUIL 
TUMACO- MANTA 
VERA CRUZ 
TAMPICO to 


NEW ORLEANS 
and HOUSTON 





FORTNIGHTLY from 
HAVANA 

VERA CRUZ 

TAMPICO - TAMPA to 


CANADA and BOSTON 


FORTNIGHTLY from 
SANTIAGO 











General Agents 
Transportadora Grancolombiana, Ltda. 
New York Chicago 
52 Wall Street 208 South La Salle Street 


Agents 


New Orleans and Houston: Texas Transport & Terminal Co., Inc. 


Philadelphia: Montreal: 
Lavino Shipping Co. 

Los Angeles: 

Transmarine Navigation Corp. 
San Francisco: 

Balfour, Guthrie & Co., Ltd. 
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Boston: 


Detroit 
1355 Book Building 


Robert Reford Co., Ltd. 
Shepard Steamship Co. 
Baltimore: 
Penn-Maryland S. S. Corp. 


PORT-AU-PRINCE 
BARRANQUILLA 
CARTAGENA 
SANTA MARTA to 


CANADA and BOSTON 





FORTNIGHTLY from 

Colombian, Ecuadorian, 

Central American, and West Coast 
Mexican Ports to North American 
Pacific Coast Ports 














COFFEE & TEA 


iNDUSTRIES and The 


Americas, I should also point out that 
here and there reporting shows a ten- 
dency to jump at conclusions and casual 
statements. 

We are emerging from a period in 
which coffee prices made front - page 
news. And when coffee is that “hot,” 
what at first seems flash news may turn 
out to be absurdity. 

A few weeks back, for instance, there 
was that story about how our neighbor 
coffee growers would have to burn some 
millions of bags of green coffee to keep 
from being ruined by current low prices 
for the raw product. That wrong word 
got around quickly, though the Pan- 
American Coffee Bureau, or the Latin 
American consulates in New York City 
could have set the matter straight for any 
who called to check on it. 

Now prices, of course, are important 
to you and they’re important to me. But 
with us price isn’t the main thing. First 
and most important to us are the re- 
actions of consumers. 

For the Latin American, and highly 
important to your role in the industry of 
distribution, the big job is production. 

My basic idea of fair price is the price 
that will do the most to encourage pro- 
duction. Either we have a coffee price 
that favors and advances production and 
consumption of the bean or there is 
bound to be disappointment, if not des- 
pair, for a great many individuals. 

If coffee prices are “too high” today, it 
is because they were “too low” in the 
1930's. 

To me it is axiomatic that as we im- 
poverish the coffee grower we dry up our 
source of imports. 

And how can any ailing economy in 
South America acquire autos, farm 
tractors, refrigerators, light bulbs and 
the other things produced in North 
America? 

In doliar terms, coffee represents 85 
per cent of the exports of El Salvador, 
about 77 per cent of those of Guatemala, 
65 per cent Haiti, more than 45 per cent 
Costa Rica, and over 87 per cent Colom- 
bia. 

As for Brazil, about 60 per cent of 
her dollar income last year came from 
coffee exports. Let’s just realize that 
coffee is to Brazil, say, what the motor 
industry is to the United States. 

I would do all in my power to keep 
before Americans, North and South 
Americans alike, the importance of our 
interdependence. 

Even if we were no more than selfish 
in our interests, we would have to recall 
that the U.S. economy more and more 
is dependent upon foreign economies. 

And it is equally as clear that in the 
sum total of our hemisphere relations, 
coffee is far more than a matter of pesos 
and cruzeiros. 

Coffee is a medium of exchange. 

May we never forget the broad impli- 
cations of that! 

Obviously I’m not referring to the 
purely monetary medium of exchange, but 
to the infinitely more important one. I 
mean to say that coffee, which we ordin- 
arily think of as an item of commerce, 
provides in equal measure the facility 

(Continued on page 99) 
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Ship sailings 





A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Ahl Trans Car—Ahlmann Trans Carib- 
bean Line 

Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-West African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S.S. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 


[FC—I.F.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Lid. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacifie Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 

fe 9 Br te ard Line 
Swed-Am—Swedish American Line 


Colombiana, Lida. 
Gulf—Gulf & South America Steamship 


UF ruit—United Fruit Co. 


Ho6/22 N06/26 


CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleiton 
Cl—Cleveland 
De—Detvoit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
|x—Jacksonville 
1.A—Los Angeles 
Mil—Montreal 
Mo—Mvbiie 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan. 
PS—Puget Sound 
Sa—Savannah 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


Independence LA6/27 SF6/29 Va7/4 Se7/5 Po7/7 


NY6/22 Bo6/27 Ba6/30 


Co., Inc. Wes-Lar—Westfal Larsen Co. Line 
Hol-Int—Holland-Interamerica Line Yamashita—Yamashita Line 
COFFEE BERTHS 
SAILS SHIP LINE DUE SAILS SHIP LINE 
7/19 Santa Ana Grace NY7/27 
ACAJUTLA 7/23 Byfjord UFruit NY8/6 
6/12 Mataura UFruit NY6/23 7/25 Aggersborg UFruit N0O8/7 
6/14 Santa Cruz Grace = Cr'6/25 7/26 Santa Catalina Grace  NY8/3 
7/1 ~~ Choluteca UFruit Cr7/4 NY7/12 7/30 Marna UFruit NY8/12 
7/9 Santa Fe Grace Cr'7/23 8/2 SantaTeresa Grace NY8/10 
7/17 Santa Cruz Grace LA7/26 SF7/28 Se8/2 8/9 Santa Ana Grace NY8/17 
8/16 SantaCatalina Grace NY8/24 
AMAPALA 
6/12 Fiador Knot UFruit Cr°6/15 Ho6/22 N06/25 BARRIOS 
6/16 Santa Cruz Grace Cr'6/25 
6/26 Choluteca UFruit Cr7/4 NY7/12 6/10 Copan UFruit NY6/18 
7/13 Santa Fe Grace Cr'7/23 6/11 Cubahama UFruit H06/15 
7/13 Santa Cruz Grace LA7/26 SF7/28 Se8/2 6/14 Telde UFruit + N06/18 
6/17 Choloma UFmit NY6/25 
6/21 Lempa UFruit N06/25 
ANGRA DOS REIS 6/24 Mabay UFruit NY7/2 
6/10 Seafarer PAB _—LA7/2. SF7/4 Va7/11 Se7/2 Po7/16 he — wa aera 
7/23 Forester PAB LAS/13 SF8/15 Va8/21 Se8/23 Po8/27 7/1 Lovland UFruit. NY7/15 
7/5 ‘Telde UFruit N0O7/9 
7/8 Copan UFruit NY7/22 
BARRANQUILLA 7/9 Cubahama UFruit H07/13 
6/11 Frameggen UFmit NY6/24 7/12 Lempa UFruit N07/16 
6/14 Santa Catalina Grace NY6/22 7/15 Choloma UFmit NY7/29 
6/15 L.H. Carl UFruit N06/26 7/19 Leon UFruit N07/23 
6/18 Otta UFruit NY7/1 7/22 Mabay UFmit NY8/5 
6/21 Byfjord Grace NY6/29 7/23 Cubahama UFruit 07/27 
6/25 SantaTeresa UFrmit NY7/8 7/26 Telde UFruit N07/30 
6/28 Santa-Ana Grace NY7/6 7/29  Loviand UFruit NY8/12 
6/28 Aggersborg UFruit NO7/10 
6/29 Santa Cruz Grace LA7/26 SF7/28 Se8/2 
7/2 ~=+Marna UFruit = NY7/15 BUENAVENTURA 
7/5 Santa-Catalina Grace NY7/13 
7/9  Frameggen UFruit NY7/22 6/10 Gulf Shipper Grace 
7/11 LH. Carl UFruit N07/24 6/13 Flynderborg 
7/12 SantaTeresa Grace NY7/20 6/13 SantaCecilia Grace NY6/20 
7/16 Otta UFrit NY7/30 6/14 Santa Olivia _—_ Grace 
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SAILS SHIP LINE DUE SAILS SHIP LINE 


6/16 SantaLeonor Grace LA6/25 SF6/27 Se7/1 CRISTOBAL 
6/20 Santa Margarita Grace NY6/27 
6/24 Gulf Banker Grace Ho7/6 NO7/10 
6/27 Santa Isabel Grace NY7/4 
6/28 Santa Elisa Grace LA7/7 SF7/9 Se7/18 
7/4 Santa Barbara Grace NY7/11 7/2 — Choluteca UFruit = NY7/9 
7/7 SantaCruz Grace —-LA7/26 SF7/28 Se8/2 7/5 Aggersborg =» UF uit. NO7/10 
7/8 Gulf Farmer Grace © Ho7/20 NO7/24 7/19 L.H. Carl UFruit N07/24 
7/9 SantaJuana Grace LA7/21 SF7/24 Se7/31 8/2 — Aggersborg UFruit NO8/7 
7/1l Santa Maria Grace NY7/18 
7/12 Santa Rita Grace  NY7/20 Bo7/25 Ba7/28 DAR es SALAAM 
6/11 Houtman Royal- Inter LA8/2 SF8/7 Se8/16 Va8/18 Po8/13 
CARTAGENA 6/14 Lombok Nedlloyd NY7/15 Pa7/18 LA8/4 SF8/7 Se8/13 Va8/18 
6/11 Santa Rosa NY6/15 Po8/22 
6/12 Frameggen NY6/24 6/23 Afr Rainbow Farrell NY7/22 
6/15 L.H. Carl N06/26 6/28 Jesse Lykes Gulf8/6 
6/18 Santa Paula NY6,/22 6/30 Roebiah Nediloyd NY8/14 Pa8/17 YA9/3 SF9/7 Se9/13 Va9/18 
Otta NY7/1 P09/22 
Santa Rosa NY6/29 7/18 Afr Lightning Farrell ‘NY8/15 
Byfjord NY7/8 8/9 Lawak Nedlloyd NY9/14 Pa9/17 LA10/4 SF10/7 Sel0/13 Val0/18 
Aggersborg N07/10 Pol0/22 
Santa Paula NY7/6 
Marna NO7/15 GUAYAQUIL 


Santa Rosa NY7/13 
Santa Juana Grace LA7/21 SF7/24 Se7/31 


Frameggen NY7/22 7/5 
L.H. Carl NO7/24 8/10 Santa Eliana Grace SF8/20 Se8/30 


Santa Paula NY7/20 
Otta NY7/30 LA GUAIRA 
Sa 
perce wv7/as Santa Catalina Grace  NY6/22 
Byfjord NY8/6 
Aggershors NO8/7 Santa Sofia Grace Pa6/21 NY6/22 
Santa Cruz LA7/26 SF7/28 Se8/2 se ee [ee 
Santa Teresa Grace NY6/29 
Santa Paula NY8/3 : 
Sheen NY8/12 Santa Monica Grace Ba6/28 NY6/29 
Santa Rosa NY8/10 Santa Rosa Grace NY6/29 
Santa Ana Grace NY7/6 
. Santa Clara Grace Pa7/5 NY7/6 
CORINTO Santa Paula Grace NY7/6 
6/17 Fiynderborg Grace Cr'6/25 Santa Catalina Grace NY7/13 
6/18 Santa Cruz Independence LA6/27 SF6/29 Va7/4 Se7/5 Po7/7 Santa Sofia Grace Ba7/13 NY7/14 
6/25 Choluteca UFruit Cr7/4 NY7/12 Santa Rosa Grace NY7/13 
7/16 Santa Fe Grace Cr7/23 Santa Teresa Grace NY7/20 


6/16 Mataura UFruit + NY6/23 
6/16 Fiador Knot UFruit Ho6/22 N06/25 
6/21 L.H. Carl UFruit N06/26 





Where you want it... 


When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL —op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS SHIP LINE 


LA LIBERTAD 


6/11 Mataura UFruit 
6/15 Santa Cruz Grace 
6/30 Cheluteca UFruit 
7/11 Santa Fe Grace 
7/16 Santa Cruz Grace 


LA UNION 


6/10 Fiador Knot UFruit 
6/17 Santa Cruz Grace 
6/28 Choluteca UFruit 
7/14 Santa Fe Grace 
7/15 Santa Cruz Grace 


LIMON 


6/16 Frameggen UFruit 
6/19 L.H. Carl UFruit 
6/23 Otta UFruit 
6/30 Byfjord UFruit 
7/3  Aggersborg UF ruit 
7/7 ~= Marna UFruit 
7/14 Frameggen UFruit 
7/15 L.H. Carl UF ruit 
7/21 = Otta UFruit 
7/29 Aggersborg UFruit 


LOBITO 


Cr°6/15 NY6/23 
Cr'6/25 

Cr°7/4 NY7/12 
Cr°7/23 

LA7/26 SF7/28 Se8/2 


Cr°6/15 Ho6/22 N06/25 
Cr'6/25 

Cr?7/4 NY7/12 

Cr'7/23 

LA7/26 SF7/28 Se8/2 


NY6/24 
N06/26 
NY7/1 

NY7/8 

NO7/10 
NY7/15 
NY7/22 
NO7/24 
NY7/30 
N08/7 


6/15 Granville Am-WaAfr USA7/31 


6/27 Del Sol Delta 
6/29 Afr Pilot Farrell 
7/1 = Afr Glade Farrell 


NO7/22 
NY7/29 
NY7/21 


7/11 Tabor Am-WAfr USA8/15 


7/20 Dei Oro Delta 
7/27 = Afr Patriot Farrell 


N08/13 
NY8/16 








NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 


Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 


Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 








LUANDA 


6/13 Granville Am-WAfr USA7/31 
6/25 Del Sol Delta NO7/22 
6/26 Afr Pilot Farrell NY7/29 
6/28 Afr Glade Farrell NY7/21 
7/9 ~=Tabor Am-WAfr USA8/15 
7/18 Del Oro Delta N08/13 

7/24 Afr Patriot Farrell NY8/16 @ rortiano 








the line that 
knows 


MARACAIBO a ene coffee trade needs 


6/12 Santa Sofia Grace Pa6/21 NY6/22 

6/19 Santa Monica Grace Ba6/28 NY6/29 

6/26 Santa Clara Grace Pa7/5 NY7/6 

7/1 ~~ Santa Cruz Grace LA7/26 SF7/28 Se8/2 
7/3 Santa Sofia Grace Ba7/13 NY7/14 

7/10 Santa Monica Grace Ba7/19 NY7/20 

7/17 Santa Clara Grace Ba7/26 NY7/27 

7/24 Santa Sofia Grace Pa8/2 NY8/3 

7/31 Santa Monica Grace Ba8/9 NY8/10 

8/7 Santa Clara Grace PA8/16 NY8/17 





MATADI 


6/11 Granville Am-WaAfr USA7/31 
6/23 Afr Pilot Farrell NY7/29 
6/23 Del Sol Delta NO7/22 
6/25 Afr Glade Farrell NY7/21 
7/7 ~=‘Tabor Am-WAfr USA8/15 
7/15 Del Oro Delta N08/13 
7/21 Afr Patriot Farrell NY8/16 


There’s no substitute for the thirty years of 
experience gained by Pacific-Argentine- 
Brazil Line in transporting coffee cargoes 
from Brazil to America’s West Coast. Fast PARANAGUA 
service on modern C-3 ships. Dependable 


MOMBASA schedules. 


6/11 Houtman Royal- Inter LAS/2 SF8/7 Po8/13 Se8/16 Va8/18 

6/13 Afr Rainbow Farrell NY7/22 

6/17 Lombok Nedlloyd NY7/15 Pa7/18 LAS/4 SF8/7 Se8/13 Va8/18 
Po8/22 








Accommodations 
for 12 passengers 


6/25 Sherwood Robin NY7/24 

7/3 ~—Roebiah Nedlloyd NY8/14 Pa8/17 LA9/3 SF9/7 Se9/13 Va9/18 
Po9/22 PACIFIC-ARGENTINE- 

7/8 Jesse Lykes Guif8/6 BRAZIL LINE, INC 

7/13 Afr Lightning Farrell NY8/15 POPE @ TALBOT. INC.. AGENTS 

8/9 Lawak Nedlloyd NY9/14 Pa9/17 LA10/4 SF10/7 Sel0/13 Val0/18 bey 2 
Pol0/22 | Executive Orrices— 320 California St., San Francisco + DOuglas 2-2561 


PACIFIC + ARGENTINE + BRAZIL LINE 
PACIFIC WEST INDIES + PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 
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SAILS SHIP SAILS SHIP LINE DUE 


PARANAGUA 7/7 ~~ Santa Rosa Grace NY7/13 
7/11 Santa Monica Grace Pa7/19 NY7/20 


6/12 Bahia SCross NY7/3 Bo7/7 Pa7/9 Ba7/10 Nf7/12 7/14 Santa Paula Grace NY7/20 

6/13 Del Viento Delta NO7/5 Ho7/10 7/18 Santa Clara Grace Ba7/26 NY7/27 
6/13 Mormacsurf Mormac NY6/30 Ba7/3 Nf7/4 Pa7/6 Bo7/7 

6/15 Falkanger Wes-Lar LA7/18 SF7/21 Po7/26 Se7/31 Va8/3 PUNTARENUS 


6/20 Mormacyork Mormac Jx7/11 Ba7/15 Pa7/17 NY7/18 Bo7/20 MI7/24 
6/20 Venezuela Lioyd NO7/13 Ho7/18 6/16 Fiynderborg Independence LA6/27 SF6/29 Va7/4 Se7/5 Po7/7 


6/24 Colombia Lioyd NY7/12 6/22 Choluteca UFruit Cr7/4 NY7/12 
6/25 Holberg Hol-int NO7/17 Ho7/20 6/23 Santa Cruz Grace Cr 6/25 
6/25 Mormactern Mormac NY7/16 Bo7/18 Pa7/20 Ba7/22 Nf7/23 7/10 Santa Cruz Grace LA7/26 SF7/28 Se8/2 
6/27 Del Valle Delta NO7/19 Ho7/24 7/20 Santa Fe Grace = Cr 7/23 
6/27 Bonita SCross NY7/17 Bo7/21 Pa7/23 Ba7/24 Nf7/26 
6/29 Mormacrey Mormac LA7A25 SF7/29 Po8/2 Se8/5 Va8/7 RIO de JANEIRO 
6/30 Mormacrio Mormac WNY7/19 Bo7/22 Pa7/24 Ba7/25 

6/11 Seafarer PAB LA7/2 SF7/4 Va7/11 Se7/12 Po7/16 
7/1 Wav 1FC NY7/28 827/30 PaB/1 Bo8/3 MI6/E 6/12 Mormacdov Mormac NY6/27 Ba6/29 Pa7/1 Ba7/3 
7/11 Del Monte Deita NO8/2 Ho8/7 6/13 Mexico Lloyd NY6/27 
7/14 Nepal Brance Nepal = NOB/S. eB /6 6/16 Bahia SCross NY7/3 Bo7/7 Pa7/9 Ba7/10 Nf7/12 
7/18 Forester PAB LA8/13 SF8/15 Va8/21 Se8/23 Po8/27 6/18 Del Viento Delta NO7/5 Ho7/10 
7/20 Appingedyk Hol-Int NY8/6 Bo8/9 Pa8/1l Ba8/12 HR8/13 6/21 Brazil Mormac NY7/5 
7/22 Del Aires Deita N08/13 Ho8/18 6/23 Del Mar Delta NO7/7 
ara eee a ee ee eee ee ee 6/23 Alphacca Hol-Int NY7/8 Bo7/12 Pa7/14 Ba7/15 HR7/16 
13 Cm PC VEAL BNB/1S PRIS E/T? 2 6/23 Mormacrey  Mormac LA7/25 SF7/29 Po8/2 Se8/5 Va8/7 

6/26 Mormacyork Mormac Jx7/11 Ba7/15 NY7/18 Bo7/20 MI7/24 
OOS ee ne $28 Combe =o «OA 

olombia joy 

6/14 Pleasantville Barb-Frn Guif7/13 6/29 Holberg Nopal NO7/17 Ho7/20 
6/22 Mandeville Barb-Frn Gulf8/16 6/29 Bow Plate IFC NY7/12 Ba7/14 Pa7/16 Bo7/18 MI7/23 
6/27 Cingalese Prince Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 6/30 Bonita SCross NY7/17 Bo7/21 Pa7/23 Ba7/24 Nf7/26 
7/14 Fernsea Barb-Frn Gulf8/31 7/1  Mormactern © Mormac NY7/16 Bo7/18 Pa7/20 Ba7/22 Nf7/23 
7/28 Malayan Prince Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 7/2 ~~ Axeldyk Hol-Int NY7/17 Bo7/19 Pa7/21 Ba7/22 HR7/23 
8/27 British Prince Hal0/5 Bol0/8 BY10/9 Pal0/14 Bal0/16 Nfl0/19 7/2 Del Valle Deita NO7/21 

7/5 Mormacrio Mormac NY7/19 Bo7/22 Pa7/24 Ba7/25 

7/14 Hav IFC NY7/28 Ba7/30 Pa8/1 Bo8/3 MI8/8 
PUERTO CABELLO 7/15 Dei Monte Delta NO8/2 Ho8/7 


6/13 Santa Sofia Grace Pa6/21 NY6/22 7/18 Nopal Nopal NO8/3 Ho08/6 
6/16 Santa Paula Grace NY6/22 7/23 Appingedyk Hol-Int NY8/6 Bo8/9 Pa8/1l Ba8/12 HR8/13 
6/20 Santa Monica Grace Ba6/28 NY6/29 7/24 Forester PAB LA8/13 SF8/15 Va8/21 Se8/23 Po8/27 


6/23 Santa Rosa Grace NY6/29 7/24 Del Sud Delta N08/7 
6/27 Santa Ciara Grace Pa7/5 NY7/6 7/25 Eckero SCross NY8/13 Bo8/17 Pa8/19 Ba8/20 Nf8/22 


6/30 Santa Paula Grace NY7/6 7/27 Del Aires Delta NO8/13 Bo8/18 
7/4 Santa Sofia Grace Ba7/13 NY7/14 7/28 Bow Hill IFC NY8/1l Ba8/13 Pa8/15 Bo8/17 MI8/22 


TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH AMERICA 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 








WEST AFRICA 


ANGOLA, BELGIAN CONGO, CAMEROONS, IVORY COAST, AND LIBERIA 
Regular three-week sailings 


AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Rue Visconde Inhayma 134 
SANTOS: DELTA LINE, INC. 

Ruo 15 de Novembre 176-178 


LUANDA & LOBITO: MISSISSIPPI SHIPPING CO., INC, NEW ORLEANS 


Sociedade Luso-Americana, Ltda. 
MATADI: 
a Se Afrikaansche Handels Vennootschap 
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SAILS 


SAN JOSE 
6/11 


SHIP 





Mormacdov 
6/12 Santa Cruz 
6/16 Mormacsurf 
7/8 Santa Fe 
7/19 Santa Cruz 





SANTOS 


6/11 
6/22 
6/15 
6/15 
6/16 
6/20 
6/22 
6/22 
6/25 
6/25 
6/27 
6/27 
6/28 
6/28 
6/29 
6/29 


Mormacdov 
Mexico 
Del Viento 
Bahia 
Mormacsurf 
Brazil 
Alphacca 
Del Mar 
Venezuela 
Mormacyork 
Holberg 
Colombia 
Mormacrey 
Bow Plate 
Bonita 
Del- Valle 
6/30 Axeldyk 
6/30 Mormactern 
7/4  Mormacrio 
7/6 Del Norte 
7/13 “Hav 

7/13 Del Monte 
7/16 Nopal Branco 
7/18 Del Sud 
7/22 Appingedyk 
7/22 Forester 
7/24 Eckero 
7/25 Del Aires 
7/27 Bow Hill 


TANGA 


6/11 
6/15 


Houtman 
Lombok 


6/18 Afr Rainbow 
7/2 ~~ Roebiah 


7/3 ~— Jesse 
7/13 Lawak 


8/12 


VICTORIA 


6/10 Del Alba 
6/20 Del Viento 
7/4 ‘Del Valle 
7/18 Del Monte 
7/29 Del Aires 


CALCUTTA 
6/23 Exmouth 


COCHIN 


6/11 
6/17 


Javanese 
Monroe 
6/18 Exchequer 
6/27 Buchanan 
7/1 Bow Brasil 
7/2 ~+Exmouth 
7/6 Garfield 
7/11 Cingalese 
7/11 Malayan 
9/11 British 


COLOMBO 


6/12 Rajah 
6/12 Martand 





Afr Lightning 


Mormac 
Grace 
Mormac 
Grace 
Grace 








Mormac 
Lloyd 
Deita 
SCross 
Mormac 
Mormac 
Hol- Int 
Deita 
Lloyd 
Mormac 
Nopal 
Lloyd 
Mormac 
IFC 
SCross 
Delta 
Hol- int 
Mormac 
Mormac 
Deita 
IFC 
Delta 
Nopal 
Delta 
Hol- Int 
PAB 
SCross 
Delta 
IFC 


Royal-Inter LAS/2 SF8/7 Po8/13 Se8/16 Va8/18 








NY6/27 Bo6/29 Pa7/1 Ba7/3 
Cr'6/25 

NY6/30 Ba7/3 Nf7/4 Pa7/6 Bo7/7 
Cr7/23 

LA7/26 SF7/28 Se8/2 





NY6/27 Bo6/29 Pa7/1 Ba7/3 
NY6/27 

NO7/5 Ho7/10 

NY7/3 Bo7/7 Pa7/9 Ba7/10 Nf7/12 
NY6/30 Ba7/3 Nf7/4 Pa7/6 Bo7/7 
NY7/5 

NY7/8 Bo7/12 Pa7/14 Ba7/15 HR7/16 
NO7/7 

NO7/13 Ho7/18 

Jx7/11 Ba7/15 Pa7/17 NY7/18 Bo7/20 
NO7/17 Ho7/20 

NY7/12 

LA7/25 SF7/29 Po8/2 Se8/5 Va8/7 
NY7/12 Ba7/14 Pa7/16 Bo7/18 MI7/23 
NY7/17 Bo7/21 Pa7/23 Ba7/24 Nf7/26 
NO7/19 Ho7/24 

NY7/17 Bo7/19 Pa7/21 Ba7/22 HR7/23 
NY7/16 Bo7/18 Pa7/20 Ba7/22 Nf7/23 
NY7/19 Bo7/22 Pa7/24 Ba7/25 
NO7/21 

NY7/28 Ba7/30 Pa&/1 Bo8/3 MI8/8 
NO8/2 Ho8/7 

NO8/3 Ho8/6 

N08/7 

NY8/6 Bo8/9 Pa8/1l Ba8/12 HR8/13 
LAS/13 SF8/15 Va8/21 Se8/23 Po8/27 
NY8/13 Bo8/17 Pa8/19 Ba8/20 Nf&/22 
N08/13 Ho8/18 

NY8/11 Ba8/13 Pa8/15 Bo8/17 MI8&/22 


MI7/24 


Nediloyd NY7/15 Pa7/18 LA8/4 SF8/7 Se8/13 Va8/18 


Farrell 
Nediloyd 


Lykes 
Nediloyd 


Farrell 


Delta 
Delta 
Delta 
Delta 
Delta 


Am-Exp 


Prince 


Am- Exp 


Am-Pres NY7/31 Bo8/7 LA8/25 SF8/29 


Kerr 
Am-Exp 


Am-Pres NY8/11 Bo8/17 LA9/5 SF9/9 

Ha8/4 Bo8/7 NY8/S Pa&/13 Ba8/15 Nf8/19 
Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 
Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nfl0/19 


Prince 
Prince 
Prince 


NY7/22 


Po8/22 


NY8/14 Pa8/17 LA9/3 SF9/7 Se9/13 Va9/18 


Gulf8/6 


Po9/22 


NY9/14 Pa9/17 LA10/4 SF10/7 Sel0/13 Val0/18 


NY8/15 


N06/25 H06/30 
NO7/5 Ho7/10 
NO7/19 Ho7/24 
NO8/2 Ho8/7 


N08/13 Ho8/18 


TEA BERTHS 


Bo7/28 NY7/29 


Bo7/15 NY7/16 


Pol0/22 


Ha7/5 Bo7/8 NY7/9 Pa7/14 Ba7/16 Nf7/20 
Am-Pres NY7/21 Bo7/26 LA8/15 SF8/18 


Ha7/30 Bo8/1 NY8/3 Pa8/6 Ba8/7 Nf8/9 Guif8/14 


Bo7/28 NY7/29 


Cunard 9 SF7/13 NO7/21 Ho7/24 Ga7/27 
Cunard = Bo7/13 NY7/14 Pa7/20 Nf7/22 Ba7/23 
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AMERICAN 
REPUBLICS 
LINE 


PACIFIC 
REPUBLICS 
LINE 


AMERICAN 
SCANTIC 
LINE 


REGULAR AMERICAN FLAG SERVICE 


Freight and Passenger 
Service between East 
Coast of United States 
and the countries of 





















BRAZIL 
URUGUAY 


ARGENTINA 


Freight and Passenger (BRAZIL 


Service between West 


ARGENTINA 


Coast of United wen ge vere 


and the countries of 


Freight and Passenger 
Service between East 
Coast of United States 
and the countries of 


NORWAY 
DENMARK 
SWEDEN 
POLAND 
FINLAND 
RUSSIA 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 








Dependable service on 
coffee shipments from 


















BRAZIL 


All coffee cargoes receive 
speedy, careful handling and 
personalized service 
when they're shipped 
with iFc Lines. Every 
shipment gets special- 
izedhandling toinsure depend- 
able, safe arrival. And every 
iFe ship pleasantly accommo- 
dates 12 passengers. 


AGENTS 







BALTIMORE —The Hinkins CHICAGO—F.C. MacFarlane, 


Steamship Agency, Inc., Munsey 105 West Adams St. 
BRAZIL—Agencia Johnson DETROIT—F. C. MacFarlane, 
Rie de Janeiro, Sentos end NEW ENGLAND — Roger 
See Pane MH. Neidlingsr, Wickford, R.1. ‘9 Free Press Bide. 
CANADA-Kerr Steamships PHILADELPHIA—8. i. PITTSBURGH — Lemerk 
Ltd., Montreal, Toronto & Sobelmen & Co., Inc., Bourse Shipping Agency, 202 Henry W. 
St. John, N.B. Bidg. Oliver Bidg. 


International Freighting Corporation, Inc. 





17 Battery Place, New York City 4, N. Y.—Phone Digby 4-2800 
Pier 2, Erie 


—Phone MAin $-3158 














Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIR 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





LLOYD 


Bringing North and South America nearer each other. 
Neighbor. 


BRASILEIRO makes the Good Neighbor a Close 











NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 


SAILS SHIP 


6/14 
6/15 
6/19 
6/19 
6/24 
6/28 
6/29 
7/3 
7/4 
7/5 
7/8 
7/13 
7/19 
7/19 
8/8 
9/8 


Monroe 
Exchequer 
Cornelius 
Pleasantville 
Buchanan 
Bow Brasil 
Exmouth 
Garfield 
Mandeville 
Leise 
Cingalese 
Madison 
Arnold 
Fernsea 
Malayan 
British 


DJAKARTA 


6/14 
6/18 
6/28 
7/6 

7/14 
8/13 


Cingalese 
Leise 
Fernsea 
Fernbay 
Malayan 
British 


DJIBOUTI 
6/12 


Silverspray 


Martand 
Lombok 


6/19 
6/25 


Exchequer 
Exmouth 
Bow Brasil 


6/25 
7/9 
7/12 


7/25 Roebiah 


8/25 Lawak 








ror FAST DEPENDABLE DELIVERY 


. -. of your mild coffees 
to United States markets... 
rely on 


UNITED FRUIT COMPANY 


STEAMSHIP SERVICE 


Regular Sailings between 


GUATEMALA _— NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


and NEW YORK- NEW ORLEANS - HOUSTON 
and other U.S. ports 


NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 





HONG KONG 


Taft 

Garfielc 

Cr St Mariner 
Wilson 
Jeppesen 
Taiwan 

Olga 

Toreador 
Susan 


6/13 
6/14 
6/17 
6/17 
6/18 
6/20 
7/3 

7/5 

7/18 


KOBE 


Peter 
Jeppesen 
Taiwan 
Olga 
Toreador 
Susan 


6/10 
6/25 
6/26 
7/10 
7/11 
7/25 


SHIMIZU 


6/12 
6/27 
7/12 
7/27 


Peter 
Jeppesen 
Olga 
Susan 


YOKOHAMA 


6/10 
6/15 
6/15 
6/30 
6/30 
7/15 
7/15 
7/30 
7/30 


Wave 
Ferndale 
Peter 
Jeppesen 
Taiwan 

, Olga 
Toreador 
Susan 
Tancred 





COFFEE & TEA 


LINE 


Am- Pres 
Am- Exp 
Maersk 


NY7/21 Bo7/26 LA8/15 SF8/18 
Bo7/15 NY7/16 
NY7/23 MI8/4 


Barb-Frn Guif7/31 


Am- Pres 
Kerr 

Am- Exp 
Am- Pres 


NY7/31 Bo8/7 LA8/25 SF8/29 

Ha7/30 Bo8/1 NY8/2 Pa8/6 Ba8/7 Nf8/9 Guifs/14 
Bo7/28 NY7/29 

NY8/11 Bo8/17 LA9/5 SF9/9 


Barb-Frn Gulf8/16 


Maersk 
Prince 
Am- Pres 
Maersk 


NY8/7 MI8/22 

Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 
NY8/21 Bo8/29 LA9/15 SF9/19 

NY8/20 MI9/4 


Barh-Frn Gulf831 


Prince 
Prince 


Prince 
Maersk 


Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 
Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nfl0/19 


Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 
NY8/7 MI8/22 


Barb-Frn Guif8/31 
Barb-Frn Gulf8/15 


Prince 
Prince 


Kerr 


Cunard 
Nedlloyd 


Am-Exp 
Am-Exp 
Kerr 


Nediloyd 


Nedlloyd 


Am- Pres 
Am- Pres 
Am- Pres 
Am- Pres 
Maersk 
Barb-Wn 
Maersk 
Barb-Wn 
Maersk 


. Pioneer 


Barb-Wn 
Maersk 
Maersk 
Barb-Wn 
Maersk 
Barb-Wn 
Maersk 
Barb-Wn 


Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 
Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nf10/19 


Ha6/30 Bo7/2 NY7/4 Pa7/7 Ba7/8 Nf7/10 
Gulf7/15 

Bo7/13 NY7/14 Pa7/20 Nf7/22 Ba7/23 

NY7/15 Pa7/18 LA8/4 SF8/7 Se8/13 Va8/18 
Po8/22 

Bo7/15 NY7/16 

Bo7/28 NY7/29 

Ha7/30 Bo8/l1 NY8/3 Pa8/6 Ba8/7 Nf8/9 
Gulf8/14 

NY8/14 Pa8/17 LA9/3 SF9/7 Se9/13 Va9/18 
Po09/22 

NY9/14 Pa9/17 LAl10/4 SF10/7 Sel0/13 Val0/18 
Pol0/22 


SF7/12 LA7/16 

NY8/11 Bo8/17 

LA6/30 NY7/13 Ba7/18 Bo7/21 
SF7/5 LA7/10 

SF7/11 LA7/14 NY7/29 
SF7/12 LA7/14 NY7/30 
SF7/26 LA7/29 NY8/14 
SF7/27 LA7/29 NY8/14 

SF8/9 LA&/13 NY8/27 


SF6/26 LA6/29 NY7/15 
SF7/11 LA7/14 NY7/29 
SF7/12 LA7/14 NY7/30 
SF7/26 YA7/29 NY8/14 
SF7/27 LA7/29 NY8/14 
SF8/9 LA8/13 NY8/27 


SF6/26 LA6/29 NY7/14 
SF7/11 LA7/14 NY7/29 
SF7/26 LA7/29 NY8/13 
SF8/9 LA8/13 NY8/27 


NY7/11 

SF6/27 LA6/29 NY7/15 
SF6/26 LA6/29 NY7/14 
SF7/11 LA7/14 NY7/29 
SF7/12 LA7/14 NY7/30 
SF7/26 LA7/29 NY8/13 
SF7/27 LA7/29 NY8/14 
SF8/9 LA8/13 NY8/27 
SF8/11 LA8/13 NY8/29 


* Accepts freight for New York, with transshipment at Cristobal, C. Z. 
? Accepts freight for Atlantic and Guif ports, with transshipment at Cristobal; C. Z. 


INDUSTRIES 


Flavor Field 


and The 





the revolution 


in green coffee marketing 
(Continued from page 66) 





he will receive from the U.S. I/D. Hence, when a U.S. I/D 
buys on seller’s call, the importer will not sell his future 
in New York until the Brazilian exporter calls the price 
first. 

Example IV: This illustrates what action an I/D would 
take when he buys and sells coffee at the same time and one 
of the parties calls the price before shipment of the actual 
coffee is made. 

Since the I/D’s buying basis for this “ith transaction is 
(Bi + CCi) to make it ex-dock New York, the I/D can 
offer this coffee on buyer’s call to a roaster, R, at a new basis 
(Bi + CCi + Pi) or (Bi + Ki). If the R contracts this 
coffee on buyer’s call at basis (Bi + Ki), the I/D is 
perfectly hedged. The I/D’s responsibility now is that the 
terms of the contract be met and a good delivery made to the 
R. If, in the meantime, the R feels the futures prices are 
depressed enough and decides to call the price, the 1/D 
must go long the board. The I/D will liquidate his long 
position as soon as the E/S calls his price. If the E/S 
called first, the I/D would sell the board and cover his 
short position as soon as the R calls the price. In either 
case, the result should be the same. 

Therefore, if the examples mentioned above could occur 
freely, such trade operations would help restore parity be- 
tween the New York and Bolsa markets. The Brazilian E/S, 
in selling coffee to the United States, would try to call the 
price or even sell at a fixed price basis when the parity be- 
tween the two markets are as wide as they will go. This 
idea of trading “on call” should offer coffee operators a new 
avenue for arbitrage opportunities. In a future article, the 
author would like to explore the problem of arbitrage a 
little more thoroughly. 

Also, in actual practice under this proposed marketing 
method, most of the coffee from producing areas would 
be sold on a seller's call for their own protection. Only a 
limited amount of coffee under this method of marketing 
would be sold at a “‘fixed price basis’’ or on buyer's call. 


I/D and R relationship 


The author would like to give an example illustrating 
how trading ‘‘on call” would function between an I/D and 
a roaster. 

Let us suppose we are in the office of a big roaster who 
has been accustomed in the past to plan his raw coffee bean 
purchases on a fixed price basis. Let us suppose that the 
coffee demand picture has been slow for several weeks. The 
roaster, R, has not been receiving many orders for his 
famous bag-packed blend. Nevertheless, the R has reason 
to believe that the demand for coffee blends will revive soon. 
When this happens, distributors/retailers (hereinafter desig- 
nated as D/R) will want quick deliveries. Also, let us 
assume the R has a small inventory of desired types of 
coffee in his warehouse. When this sudden demand oc- 
curs, the R will find himself short of the desired types of 
coffee. The R must also make allowances for time in 
moving the coffee to the roasting plant, etc. 

A spot broker representing the XYZ importer, or the 1/D 
himself, calls on the roaster and offers him the exact type 

(Continued on page 90) 
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FAITHFUL SERVANTS 
OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 


COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 


to 


NEW YORK LOS ANGELES 


JACKSONVILLE . 

PHILADELPHIA sceamtauanmnientcntat 
BOSTON SEATTLE 

BALTIMORE VANCOUVER, B.C. 


GRACE LINE 


10 Hanover Square, New York 5, N. Y. 
Tel. Digby 4-6000 
Agents and Offices in All Principal Cities 











R. C. WILHELM & CO., Inc. 


129 FRONT ST., NEW YORK 5, N. Y. 


Importers — Distributors 
Green Coffee 


Qualified Service to Roasters 


Telephone: Cable Address: Teletype: 
WhHitehall 3-5430 WILCAFE, N. Y. NY-1-613 














M/S LISHOLT M/S BORGHOLT M/S IGADI M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD & COMPANY, INC., General Agents 


17 Battery Place, New York s, , WHitehall 3-2340 














Coffee Movement in The U. S. Market 
(Figures in 1,000 bags) 


1,142 


1954 
838 
664 
735 


1,095 


821 





Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


713 








The coffee outlook 


The clearest indication of the state of the coffee market 
is its vulnerability to rumors. 

Reports from the producing countries which later turn 
out to be without foundation are enough to make the market 
react with what, in former days, would have been considered 
violent movement. 

The rumors tend to center on steps by the producing 
countries to stabilize prices. 

Behind the rumors is, of course, hard fact. 
being taken in that direction. 


Steps are 


In United States markets the question being weighed 
is whether such an agreement, centering on the withdrawal 
of coffee into buffer stocks, can be worked out. 

There is also a growing feeling that the tense market 
situation is, in a basic sense, proving too costly. It is a 
cold, wet blanket on roaster activity, absorbing their at- 
tention, pinning them down to piecemeal buying, keeping 
them from rolling enthusiastically into promotion activities. 

The other side of the coin is that it is having the same 
effect on the producing countries. 

The needed ‘‘crash program” for coffee promotion is 
not only not underway. It is not even in sight. 











42 Broadway 


SOUTHERN Cross LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


New York 4, N. Y. 

















Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Riverfront Warehouses 
‘Bowne Morton’s Stores, Inc. 


| 611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 








Import, Export and Bonded Trucking 


Free And Bonded Warehouses 














Headquarters For 


CHICORY & COFFEE CEREALS 


E. B. Muller & Co., Port Huron, Mich. — New York — New Orleans 




















COFFEE & TEA 


Field 


and The Flavor 


INDUSTRIES 











itorta 








Premiums in 1955 


More coffee and tea packers are using the premium tech- 
nique in merchandising—and they are using it more often. 

This is the basic trend revealed by the sixth annual survey 
of coffee and tea premium use, conducted as a service by 
CoFFEE & TEA INDUSTRIES, formerly The Spice Mill. 

The results of the survey are reported elsewhere in this 
issue, in “Premiums in 1955.’ This special section also 
includes COFFEE & TEA INDUSTRIES 1955 Premium Buying 
Guide, and the Premium Supplier Index. 

Since the first coffee and tea premium survey and buying 
guide in 1950, a strange fact about the use of these annual 
sections has become evident. 

What is not surprising is that coffee and tea packers keep 
these issues and refer to the premium material the year 
round. 

What is surprising is the number of green coffee men and 
tea importers and brokers who use this premium material. 


These men don't dig up premium facts for themselves. 
Some green coffee houses and tea importers offer merchan- 
dising assistance to customers, especially regional roasters and 
packers. They pull together data on selling aids, techniques, 
sources of supply. They pass along good merchandising 
ideas. 

Other green coffee men and tea importers check the 
premium material, especially the survey reports, to keep in- 
formed on trends in coffee and tea at the marketing end. 

Fhe growth to nearly 61 per cent in the proportion of 
coffee and tea packers using premiums reflects an acceptance 
of this merchandising technique as successful in boosting 
brand sales and in meeting competition, from within the 
industry and from other beverages. 

In this sense, “Premiums in 1955” is helping coffee and 
tea men to widen the market for their products, by helping 
them employ the technique more effectively. 


Let’s find out! 


A hot discussion is rumbling through the coffee industry 
across the country. 

The question: “Is coffee a loss-leader or a profit-maker 
for the food store?” 

The discussion was touched off by an article and an edi- 
torial in these pages last month. 

The article cited figures in the Foodtown Study conducted 
by Progressive Grocer. The figures showed that coffee is 
not only not a loss leader, but is actually one of the top 
money makers in the grocery store. 

The editorial pointed out that millions of pounds of 
coffee are not sold each year because of the no-profit-in- 
coffee fallacy. 

Industry response has been threefold. 

Most vehement has been the reaction that the Foodtown 
figures are all right for Cleveland, but ‘“‘not for our baili- 
wick.” Coffee is a drag on food store profits, these people 
insist. 

Most exceptional has been the reaction that the figures 
are right. A number of roasters ordered reprints of the 
article to put into the hands of salesmen and food store 
operators. 

Most widespread has been the reaction that the article and 
the editorial present a pressing challenge. These people 
feel that the no-profit attitude has been accepted too long 
without question. They find in their own information and 
contacts no adequate answer. 
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Through all three kinds of responses, even those which 
flatly differ with the Foodtown figures, one idea is repeated: 

Let's find out! 

Everyone agrees that the handicap of the no-profit atti- 
tude is enormous. 

Coffee salesmen approaching food store operators are 
apologetic—unless it’s for a price deal. 

Coffee merchandising executives are crippled in initiative, 
sapped of enthusiasm—outside of price deals. 

Food store operators are unresponsive on mass displays or 
other special efforts for coffee—unless for a price deal. 

Probably that’s the greatest price coffee is paying for the 
no-profit attitude—the bottling up of precious human po- 
tential. 

Uncork that potential, and millions more pounds of coffee 
will be sold each year. 

You'll unleash solid, constructive enthusiasm among the 
top men. 

You'll have coffee salesmen going into food stores head 
high, confident, ready with hard, eager, constructive ‘‘sell.” 

You'll have food store operators, out of self interest, wel- 
coming constructive coffee merchandising ideas. 

You'll do these things if coffee’s profit basis is as indi- 
cated by the Foodtown Study—and if we establish it from 
a study so national and so objective that the answers will 
be beyond question. 

Let’s find out. Can we afford not to? 
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5 important steps in our service to the 
Tea Trade 





Old Slip 








Warehouse, Inc. 





Tea Storage 








Blending 








Reconditioning 








Repacking 











Tea Packaging for the Trade 





ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 


67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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tea advertising geared for big year 


a 


TV spots, outdoor posters, point-of-sale aids, publicity 
set for iced tea drive, Midyear Meeting hears. Changes 


for greater impact planned for 1955-56 hot tea advertising. 


By EDWARD W. THIELE, Leo Burnett Co., Inc. 


(This summary of the upcoming iced tea advertising cam- 
paign—and the hot tea drive—is from the report by Mr. 
Thiele to the 1955 Midyear Meeting of the Tea Association 
of the U.S. A. The Leo Burnett Co., Inc., is the advertising 
agency handling the Tea Council's program.) 


Usually at this Midyear meeting we talk only about iced 
tea. Today, because we believe we have some really ex- 
citing news, we'll discuss both hot and iced tea. 

Looking at home consumption of tea in the United States, 
we see that in 1950 it stood at 69,000,000 pounds. That 
was before Tea Council television. In 1951, there was a 
slight decrease to 68,000,000 pounds. In 1952, the trend 
was reversed and 72,000,000 pounds were consumed. The 
increase continued and in 1953 we used 77,000,000 pounds. 
Last year more tea was sold than in any previous year, 83,- 
000,000 pounds. 

We believe that this year will be better than last year. 
I'll tell you why. There are two major changes coming 
up in tea advertising. 

The first is a change in copy—what we say about tea to 
influence consumer thinking in our favor. 

The second big change is in TV technique—how we 
Say it. 

At the Leo Burnett agency, we have this concept—con- 
viction and believability are the essence of outstanding ad- 
vertising. Advertising that swings its arms, shouts, stamps 
its feet, belabors and sweats may do only that—and sell 
nothing. Really good advertising quietly and unobtrusively 
slips into a person’s mind and becomes part of him. He 
thinks the thought is his thought. 

Hammering people with facts, figures and comparisons 
often sets up resistance and skepticism. 

The purpose of advertising is to persuade. But before 
good advertising can be written, we must find out what argu- 
ments will persuade people in favor of the product we are 
selling. By the latter part of 1953, we knew that our com- 
mercials were selling tea. But when we set out to improve 
these commercials we were at a loss to know just what 
selling ideas in the commercials were working the hardest for 
us. Just what was it that was motivating people toward our 
product? 

What makes people switch to tea? 

Late in 1953, Dr. Hans Zeisel, on behalf of the Tea Coun- 
cil, called in one of the leading scientific research organi- 
zations in the world. The Bureau of Applied Social Re- 
search at Columbia University—They’re famed for really 
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finding out what makes people do the things they do. We 
asked them to get the answer to this question, “Why do 
people switch to tea?” 

Sounds simple, but it’s really very complex. Maybe they 
switch because Aunt Jane came from England in the 90's. 
Maybe the doctor told them to. Maybe it’s because some- 
thing else—and you know what—got expensive. Maybe they 
just plain like tea. Maybe for health reasons. 

Columbia said the first thing to do is find some people 
who had switched to tea: “Then we'll ask hem.” 

And they did. They had to find a great number of them 
so that the results would be statistically significant. 

They talked to 6,563 different households, and discovered 
a rather interesting fact. It'll certainly be interesting to 
every one of you in this room. Over ten per cent of those 
families had switched to tea sometime during the past three 
years. 

Columbia took a cross section of those switching families 
and, as far as it’s humanly possible, pried the truth out of 
them, by what is called a “depth interview.” The “depth 
interview” is . . . well, brother, if you've ever been depth 
interviewed, you've been interviewed. You've had it. , 

The questionnaire had 23 pages and hundreds of probing 
questions designed to get a true and compete picture of 
the person’s beverage habits and attitude. 

The research team finally wound up with 6,486 pages 
of detailed information. 

All of this was studied hard and tabulated carefully and 
accurately, and the findings were compiled. They were 
then condensed, boiled way, way down to 243 pages. 

Want to know why people switched to tea? Columbia 
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Left: The Music Room of the Hotel Biltmore during the 1955 
Midyear Meeting of the Tea Assocation of the U.S.A. Center: 
Edward J. Vinnicombe, Jr. (dark suit), president of the Tea 
Association, who reported to the meeting on his recent trip to 
producing countries, with L. R. S. Singh, India's consul general 
in New York; Edward C. Parker, who chaired the Midyear Meet- 


ing; and S. Krishnamurti, first secretary of India's embassy in 


University says they switch for a lot of reasons. But first 
the research revealed the switch to tea is a planned decision. 
People think about it before they change. They do it de- 
liberately. They realize they're doing it. They understand 
it. 

Why do they make this decision ? 

One reason is dissatisfaction with their present beverage. 

Whatever they've been drinking—water, Cocoa Cola, or 
pure, white Georgia mule—they’re dissatisfied with it. So 
they switch to tea. 

Mostly it’s for health reasons. They're nervous . 
can't sleep . . . indigestion. So they switch to tea. 


. . they 
They 


get a pick-up, feel better. It leaves them feeling good. And 
they say so. 
Economy is another reason they switch to tea—but not as 


important as you might think. A significant fact in the 
research is that of the 48 per cent of the people interviewed, 
almost half, had switched to tea long before coffee had its 
spectacular price rise. 

One of the most important facts we learned—and it’s 
very important to our future—is that the switch to tea is 
a permanent switch. Most people who move over to tea, 
stay there. Which means that what we're building now is 
solid growth. One year’s progress piles on top of another's, 
with no fear of the foundations crumbling under us. It’s 
kind of a satisfying feeling, isn’t it? 

It was also gratifying to be told that almost a third of the 


Left: Trading ideas at the Midyear Meeting are (from left) 
Hayes G. Shimp, Jr., Hayes G. Shimp, Inc.; Harry R. McComb, 
Standard Brands Inc.; George N. Witt, National Tea Packing 
Co., Inc.; Einar Anderson, Thomas J. Lipton, Inc. Center: E. A. 
Shalders, Thomas J. Lipton, Inc., chats with Rob Compton, Bing- 
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Washington, D.C. Mr. Singh and Mr. Krishnamurti are India's 
representatives on the Tea Council. Right: Greeting each other 
at the Midyear meeting are (from left) Edgar Pinto, Salada Tea 
Co.; Carl 1. Wood, Thomas J. Lipton, Inc.; Richard E. Baiter, 
Standard Brands, Inc.; and C. William Felton, Henry P. Thom- 
son, Inc. 


“switchers” mentioned that they had seen Tea Council com- 
mercials. They remembered either the ‘Take Tea and See” 
slogan, the cartoon, or some other part of it. 

So, all in all, Columbia University was able to tell us 
to their satisfaction, and yours, why people switch to daily 
drinking of tea. 

We have been able to use this information to great ad- 
vantage. It has resulted in our first major change for this 
year—a change in copy: what we say about tea. 

We had all this new information. We knew why people 
switch to tea. But how to translate this knowledge into 
something warm and human and arresting? How to put it 
to work for us to make other people believe they should 
switch, too? What technique should we use to tell this 
story? 

Well, we started to experiment. I guess our writers at 
Leo Burnett tried a hundred different types of TV com- 
mercials, and finally came up with half a dozen or so we 
thought were pretty good. They all made use of the facts 
developed by Columbia. But which would have the greatest 
impact? Which single commercial would convince more 
people, faster, that they should switch to tea? 

Well, again we turned to the researchers, to the slide 
rule boys, who could give us the facts. 

One of the most important names in this field is Horace 
Schwerin. He’s been testing and measuring, analyzing radio 
and TV copy for 15 years. The Schwerin method of test- 


ham & Co., Inc.; Neil Thomas, Thomas J. Lipton, Inc. Right: 
Chuckling over a good one are R. C. Berry, American Tag Co.; 
Walter T. Cusack, Aldine Paper Co.; Robert P. Thomas, R. P. 
Thomas Co., Inc. 
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Vinnicombe reports on trip, 
shows movies at Midyear Meeting 


The nearly 200 tea men and members of allied trades 
who attended the 1955 Midyear Meeting of the Tea 
Association, held at the Hotel Biltmore, New York City, 
heard a report by Edward ]. Vinnicombe, Jr., on his 
recent trip to tea producing countries. 

Mr. Vinnicombe, president of the Tea Association of 
the U.S. A., made the trip for McCormick & Co., Inc., 
Baltimore. He was able, nevertheless, to present the view- 
point of the United States trade on such questions as tea 
export duties. 

He showed the assemblage vivid color movies of the 
trip, accompanying the film with a running commentary 
on people, places, techniques and trends. 








ing TV commercials consists of showing several test com- 
mercials to a group of carefully selected people chosen to 
represent a true cross section of television audiences. We 
made five one-minute experimental films and turned them 
over to Schwerin. 

In our case, he showed the commercials to 1,528 people, 
talked to them all, had them write down their opinions. 

His methods provided a means by which we could rate 
each commercial in terms of how successful it was in moving 
people toward tea. Each of five new commercials was 
tested against one of our regular Tea Council commercials— 
one which had a proven “sales record” against which to 
compare the new technique. 

It is more than coincidence that the two test films with 


the highest rating both used testimonials in their presen- 
tation. This led us to our second major change for this 
year, a change in TV technique. The Columbia University 
research gave us the direction. Schwerin indicated the most 
powerful way to go in that direction: the testimonial. Not 
by a screen star or a ball player, but delivered in a candid 
manner by real people. 

Based on these findings, we prepared six new hot tea com- 
mercials. Each of the six begins with a new variation of 
the familiar Tea Council cartoon and the ‘Take Tea and 
See’’ jingle. 

The cartoon is followed by an on-the-spot testimonial, in 
a real-life situation, in a place where people would con- 
ceivably be thinking of tea. The testimonials were shot on 
location in an actual supermarket. 

The copy points are made in the first commercial by a 
man in a completely natural manner, but they come through 
very strongly: 

First of all he switched to tea. The switch is important. 
He got to like it. It picks him up. It makes him feel 
better in his stomach. His wife makes it strong, which is a 
hint at brewing instructions. They both like it. They 
drink it all the time, even late at night. 

The same points, with slight variation, are made in the 
other five commercials; some with a little more emphasis on 
feeling better, economy, or taste, all of them emphasizing 
that people have deliberately made a decision, that they've 
acted, that they've switched to tea and that they're glad 
about it. 

As you know, many of the Tea Council spots are 20 
seconds in length to take advantage of high-rating net- 

(Continued on page 86) 
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scientists at historic symposium 
explore 


Last month was an historic one for tea, An event took 
place entirely apart from prices, production or supplies. It 
was an enormously significant event, nevertheless. How 
significent—in practical tea promotion—will probably be- 
come more apparent, rather than less, with the passing of 
time. 

At the New York Academy of Sciences, scientists from 
medical centers gathered for a symposium on “the pharma- 
cology and the physiologic and psychologic effects of tea.” 

The symposium was sponsored by The Biological Sciences 
Foundation, Ltd., Washington, D. C. Dr, Henry J. Klaun- 
berg, president of the Foundation, in a preface to a brochure 
containing the papers presented at the conference, said 
this: 


Scientists from several medical centers attended a con- 
ference at The New York Academy of Sciences last month 
to discuss the results of research and clinical reports on the 
effects of tea drinking on mankind. 

The conference was sponsored by The Biological Sciences 
Foundation, Ltd. of Washington, D. C. 

Dr. Henry J. Klaunberg, President of the Foundation, 
released printed copies of a brochure containing detailed re- 
ports from the participants and others. The brochure is 
called, ‘‘Tea—A Symposium on the Pharmacology and the 
Psysiologic and Psychologic Effects of Tea.” 

Chairman of the symposium was Dr. I. Phillips Frohman, 
vice chairman of the Section on General Practice of the 
American Medical Association and a member of the Pub- 
lications Committee of GP—the official journal of The 
American Academy of General Practice. 

The internationally known scientists who participated in 
the symposium explained many new and highly significant 
scientific facts about the important dietary values of tea 
in the general diet of man, and also its medicinal aspects 
in sickness and convalescence. They emphasized that tea 
contains appreciable amounts of riboflavin, one of the most 
important elements essential to good health in all ages, 
and recognized by medical authorities as the most im- 
portant factor as a deterrent to the aging process in man. 

“Long before Aristotle laid the foundations for scientific 
thought or there was such a thing as a scientifically trained 
physician,” Dr. Frohman said, “tea was regarded as bene- 
ficient, medicinally. And modern laboratories have, in this 
century, borne out this belief. The ‘test of time’ and the test 
tube agreed.” 

It was also pointed out that ‘‘aside from water, tea is the 
world’s most popular beverage.” 

“The old and the young, the sick and the well—all are 
capable of enjoying the soothing lift of tea,” it was stated. 

Dr. Frohman stated that “this age is one in which the 
cultural stimuli appear to be increasing in complexity faster 
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“Although tea, next to water, is the most consumed 
beverage in the world, no serious effort has heretofore been 
made to organize the research and clinical literature on this 
subject for practical usage ‘by individuals and organizations 
who have a professional interest in human nutrition and 
physical fitness. 

The papers included in this conference have been selected 
for the purpose of beginning an organization of research 
and clinical data on tea that will prove helpful to dietitians, 
nutritionists, the medical profession in general and to those 
engaged in research in these fields. It is hoped that the 
scope and nature of the papers presented is sufficiently broad 
and provocative to stimulate further interest and cooper- 
ation from all who are concerned with human nutrition in 
health and sickness.” 


than we can emotionally absorb them. A ‘free floating’ 
anxiety results and tension and fatigue follow.” 

He confirmed the report by Dr. Alfred H. Lawton, Medi- 
cal Research Advisor, U.S. Air Force, and others, that “‘re- 
search and clinical reports show that tea, because of its 
caffeine content, is as goed an agent for the relief of fatigue 
as any that have been offered.” 

Dr. John C. Krantz, Jr., professor of pharmacology at 
the University of Maryland School of Medicine, stated that 
“caffeine has been used widely in the treatment of headache. 
It is a frequent constituent of the generally used headache 
remedies.” 

Dr. Lawton said ‘‘psychological tests reveal that a cup 
of tea gives both an immediate and a delayed lift without 
inducing secondary depressing effects. Pharmacologists re- 
port that beverage tea tends to facilitate mental and muscu- 
lar effort, to diminish drowsiness and fatigue, and to pro- 
duce a sentation of comfort and cheerfulness without being 
followed by depression.” 

The unpleasant gastric reactions or insomnia that oc- 
casionally occur when caffeine or tannins alone are ingested 
in beverages, or when they are administered parenterally, are 
not produced by drinking tea, it was pointed out. Tea, on 
the contrary, because of the combination of these com- 
ponents, produces a mild and pleasant stimulation and also 
has a soothing effect upon the gastric processes. 

Dr. Frohman, in speaking of the vitamin content of tea, 
declared that ‘‘occasionally forgotten is the fact that caffeine 
is not the only physiologically effective substance found in 
tea. Also present are volatile oils, certain trace elements 
and B vitamins, proteins, chlorophyll, various carbohydrates, 
and finally water solubles of tannin, sometimes erroneously 
called tannic acid, as well as appreciable amounts of ribo- 
flavin (Vitamin B,) and pantothenic acid, a substance reg- 
ularly associated with riboflavin. Fresh green tea leaf is 
rich in vitamin C, almost comparable with fresh lemon juice. 

‘Tea can be considered a nutritional but not a high-calorie 
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beverage, and is therefore excellent for the obese person. 
This is especially true in summer, when the liquid intake 
naturally increases. From two and a half to four quarts of 
water can be lost through normal perspiration on a hot day; 
in fact, this loss has been known to reach ten quarts under 
extreme conditions. Thus, it is of the utmost importance 
for the overweight person to know what beverages (other 
than water) will replace his fluid loss without adding to 
his adipose tissue. Tea is one of the happier answers to 
this question. 

“A lack of riboflavin is evidenced by poor growth in the 
young and by digestive depression and lowered vitality at 
any age. It is also considered an important factor as a de- 
terrent to the aging process. Riboflavin cannot be stored 
in the body and therefore should be included in the daily 
diet.” 

The vital fraction 


Dr. Henry J. L. Marriott, associate professor of medi- 
cine, University of Maryland School of Medicine, stated that 
“tea is a beverage that is allowed in almost every medically 
prescribed diet. In the diet manual of the Mayo Clinic, 
for example, tea is permitted in all diets except those catering 
to acute gastric emergencies. By some authorities, tea is 
considered the beverage most suitable for any disease of 
the digestive system.” 

Dr. S. O. Waife, editor of The American Journal of 
Clinical Nutrition, said “tea is more than an aqueous in- 
fusion of caffeine and tannins: It has effects beyond what 
can be seen by the gastroscope, or deducted from gastric 
aspiration; one cannot describe its ancient popularity on 
the basis of its somewhat negligible vitamin and mineral 
content. Somehow the vital fraction remains undiscovered 


—or, perhaps, there is no single missing factor, but merely 
the fortuitous combination of fractions which together pro- 
duce something bigger and better than the simple addition 
of components. 

“To all intents and purposes tea has no caloric value (ex- 
clusive of any sugar or milk that may be added). There- 
fore it can be imbibed freely in all obesity diets, and there 
is no problem of calorie counting. In short, an ‘ad lib’ 
label may be attached to tea by the physician. Furthermore, 
there is no sodium in tea, making it completely safe for 
use in salt-poor or ‘salt-free’ diets. In fact, there is scarcely 
a therapeutic diet in which tea could not be incorporated 
with impunnity. Hence, precisely because of its blandness 
and nutritional innocence, it is so useful in medicine. Such 
wide utility is rarely found in human dietetics.” 


Psychological advantages 


Dr. Richard L. Jenkins, chief of psychiatric research in 
the Psychiatry and Neurology Service of the Veterans Ad- 
ministration, in discussing the psychological effects of tea 
drinking, said it “encourages a sensitive and discriminating 
enjoyment of intellectual and social exchange. It does not 
bring about a primitivizing or animalizing of the human 
being, but rather it cerebrates man at his human best with 
his most distinctively human structure, his cerebral cortex, 
‘hitting on all cylinders,’ his discrimination enhanced.” 

Dr. Jenkins concluded that “the customs which have 
evolved about the drinking of tea contribute to the culti- 
vation of an art too far lost in modern America—the art of 
being relaxed while fully conscious. They contribute to 
the enjoyable experiencee of finding onself socially ac- 
cepted by people who are quite sober. They encourage 

(Continued on page 86) 
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British housewives not 
stampeded by price rise 
on tea — or by fall 


British housewives were not stampeded into boycotts by 
the sharp climb in world tea prices to record highs earlier 
this year. 

A London Tea Bureau survey showed that families were 
drinking more tea, in spite of suggestions by popular news- 
papers to drink less. They were, however, unhappy about 
price and quality. 

Similarly, British housewives have not been stampeded 
into rush buying by sharply lower retail tea prices. 

At one point, ten of the country’s biggest tea firms an- 
nounced price cuts up to eight pence, (nine cents) a pound 
on their best selling blends. 

The price slide, as steep as the climb, put levels by mid- 
May back to the depressed lows of 18 months before. 

Ceylon declared she would enter the tea market in 
Colombo as buyer to uphold prices, and did so, but to an 
extent which did not effect the market as a whole. 


Treadwell heads American 
Public Relations Association 


William F. Treadwell, well known to the tea industry 
from his years as director of public relations for the old 
Tea Bureau, was elected president of the American Public 
Relations Association at the group’s 11th annual convention, 
held in Philadelphia. 

Mr. Treadwell is now public relations director of the 
Leo Burnett Co., advertising agency. 

Problems of relationships between the United States and 
countries in Southeast Asia, Japan and the Philippines 
featured an international relations session at the convention. 

Edward Vinnicombe, Jr., president of the Tea Associa- 
tion of the U.S.A., told of his recent trip to tea producing 
countries. He was outspoken in reporting widespread 
regret in India at the departure of Chester Bowles as 
ambassador to that country. 

Another speaker at the sesson was John B. Adams, of 
Washington, who has directed the public relations pro- 
gram to consolidate friendship between Pakistan and the 


Tea machine may bring new era 
in restaurant tea growth, 
Council says in annual report 


A new tea machine, when perfected may contribute mil- 
lions of additional pounds of tea to annual U.S. consump- 
tion within a period of years. 

This outlook is pictured in the report for 1954 of the 
Tea Council of the U.S.A., Inc. 

A special committee of the National Restaurant As- 
sociation, operating on a $25,000 grant from the Tea 
Council, retained the Batelle Memorial Institute to design 
an automatic teamaker for restaurant use, the report states. 

Batelle had developed a prototype model by the end of 
the year that produced excellent tea. Here's what the ma- 
chine does, as described in the report: 

“It automatically brews a strong tea concentrate. Push 
one button and out comes hot tea of just the right strength 
(concentrate mixed with 204° water). Push another but- 
ton and out comes tea for iced tea (concentrate mixed with 
right quantity of tap water).” 

The annual report presents these figures as registering 
the pulse of tea in the U.S.A.: 

Imports—up 10.2 per cent to 115,700,000 pounds, 

Retail sales—up 7.7 per cent to 83,400,000 pounds. 

Total sales—up 8.4 per cent to 112,000,000 pounds. 

In an exceptionally clear style, the report summarizes the 
1954 advertising and publicity programs for tea, and the 
results; the increased merchandising activities; the great 
progress in the use of tea by the American Forces; and the 
market research projects. 


Lindgren promoted to manager 
of sales promotion for Lipton 


M. A. Reilly, vice president in charge of marketing for 
Thomas J. Lipton, Inc., has announced the appointment of 
C. Walter Lindgren as sales promotion manager. 

Mr. Lindgren, who joined Lipton in 1946, has had a re- 
markable record in field sales activities. 

As a salesman in Sacramento, his outstanding perform- 
ance led to his promotion as “keyman’’ in San Francisco in 


1948. He was made a supervisor in San Francisco in 1949 
and in 1951 was transferred as supervisor in Seattle. Again 
his efforts resulted in further promotion when, in September, 
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1953, he was transferred from the western division and 
made assistant to the sales promotion manager in Hoboken. 


During World War II he served with the United States 
Air Force in the Pacific Theater of Operations. 


Mr. Lindgren grew up in the suburbs of Chicago, and 
attended Blue Island High School, later attending the Uni- 
versity of Illinois. 


scientists at historic symposium 


explore effects of tea drinking 


(Continued from page 84) 





courteous and lively discussion in an atmosphere of mutual 
respect. Such customs have a social and mental hygiene 
value not to be underestimated.” 


Dr. John C. Krantz, Jr., professor of pharmacology and 
head of the department at the University of Maryland 
School of Medicine, discussed the pharmacology of tea. 


The effect of tea on gastric secretions and motility was 
reviewed in the brochure by Dr. C. Wilmer Wirts, Dr. 
Martin E. Rehfus, Dr. W. J. Snape and Dr. Paul C. Swen- 
son in an article reprinted, with additions, from the Journal 
of the American Medical Association. 


Also included in the brochure is an article on “The 
Psychophysiological Effects of Tea” by Walter C. Stanley 
and Harold Schlosberg, of the Department of Psychology 
at Brown University. This article is reprinted from The 
Journal of Psychology. 


The consensus of the reports is that tea as a general 


beverage aids digestion, stimulates physical and mental ac- 
tivity, relieves fatigue and anxiety states, contributes essen- 
tial nutritional factors, high in energy and low in calories, 
and has a beneficial psychological and physiological effect 
upon man that has, as yet, not been thoroughly explained 
through the usual scientific methods. 

Further research will undoubtedly reveal or identify other 
factors in tea that produce the long recognized beneficial 
effects of tea drinking. 


tea advertising geared for big year 


(Continued from page 82) 





work programs. So again this year we have made 20-second 
films for this purpose. In each case, the 20 seconds are 
the cartoon portions of the minute commercials—no testi- 
monial—finishing up with the closing song and the moving 
teapot. 

As George Gobel would say, “So there you are”... 
the hot tea spots for the '55-'56 season. 

Now, what about iced tea for 1955? 

In television we're starting a little earlier than usual in 
order to lead the season. May Ist iced tea went on the air 
in these cities: New York, Chicago, Boston, Philadelphia, 
Baltimore, Detroit, Providence, Washington, Pittsburgh, 
Cleveland and Los Angeles. 

And in addition to television, outdoor advertising in 18 
secondary markets: Atlanta, Birmingham, Buffalo, Char- 
lotte, Cincinnati, Dallas, Greensboro, Houston, Indianapolis, 
Louisville, Memphis, Miami, New Orleans . . . Norfollk- 
Portsmouth, Richmond, San Antonio, San Diego and St. 
Louis. 
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These markets—where outdoor is particularly effective— 
will receive two months of 24-sheet posters, from June 15th 
to August 15th. 

That’s where your iced tea advertising will be run this 
summer. What ind of advertising will they see in tele- 
vision markets? 

It seemed to all of us that what was good for hot tea 
would also be good for iced tea. While iced tea has greater 
immediate acceptance than hot tea, there are some important 
sales points to be made here also. 

This indicated that the testimonial technique for iced 
tea would be just as believable and convincing as for hot 
tea. 

Brewing instructions 

But last year’s iced tea spots were awfully good. They 
include brewing instruction—how to make good iced tea 
in quantity. 

So it was decided to put together a pool of six com- 
mercials . . . three of them last year’s spots, three of them 
new this year. 

Let’s review the copy points that resulted from the 1953 
copy research: clean taste, doesn’t leave you thirsty, drink 
all you want, economy, no bottles. 

The three new commercials also make these points. They 
will alternate with three of last year’s brewing commercials. 

The outdoor posters will be those which were so well 
accepted in 1953. 

Now, the point-of-sale material. The basic poster is 
available to contributing packers, with or without imprint, 
in two sizes. Also available is the 32-inch die-cut iced tea 
glass, which proved so popular that last year over 40,000 
were sold. Here's real appetite appeal on paper. 

This year, your Merchandising Committee has broadened 
the National Iced Tea Time promotion. The dates are 
July 8th-22nd. The Sunkist lemon people are joining with 
the tea industry for a joint promotion. Sunkist merchan- 
dising men will be placing material in produce departments 
everywhere. This material, in two sizes, is also available 
to contributing packers, of course. 

To summarize the iced tea campaign, we have important 
new television commercials, outdoor advertising, spectacular 
store material, and the strongest promotion program we've 
ever had for iced tea. I’ve seen the Council's publicity plans, 
and they look great. 

I think we can all be confident of a good season ahead 
of us. 

Great tea year 


As a matter of fact, we at Burnett, are confident that the 
tea industry is in for a great year—not just for iced tea, 
but for hot tea as well. 

Any salesman who has worked against a quota knows it’s 
hard to make gains on top of gains. Last year was a great 
year for tea. We have a rough quota to buck and we can 
hardly expect another assist from coffee. 

But our record to date is good. 

Americans are a restless race. Their patterns change. 
The beverage industry is restless today, too. 

It is this very restlessness that makes the opportunity for 
tea. We've got a lot of things working with us—a strong 
trend, more television homes, better commercials and a 
rapidly increasing population that is more ready than ever 
to switch to tea. 

Your advertising is geared to a big year for tea. Let's 
gear our attitudes the same way. 
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Always ready to serve you. 


CLEMENT M. HAKIM 


Tea Importer 
91 Wall Street New York 5, N. Y. 
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Packaging 


what does the supermarket 
want in packaging? 


By JAMES COOKE 


These pointed comments—in the second of iwo install- 
ments—are excerpts from a talk at the National Packaging 
Conference of the American Management Association. Mr. 


Cooke is vice president of the Penn Fruit Co., Philadel phia. 


The increasing number of new lines, varieties, brands and 
sizes have created an acute space problem in most super- 
markets. From the retailer's point of view some sizes do not 
serve a really useful purpose. 

Many of my retailer friends have suggested this is merely 
a device by the manufacturer to acquire additional shelf 
frontage. Whether this is so or not, it is true that old sizes, 
like old soldiers, never die. The retailer would like to 
see the manufacturer's enthusiasm for many consumer pack- 
age sizes carry over to case sizes. 

Space is limited. Variety is unlimited. Something has 
to give. Elimination of items is becoming a routine pro- 
cedure the retailer can no longer avoid. Intensive utili- 
zation of space is another approach. 

The best utilization of counter frontage and cube has be- 
come a major objective. This means that you should design 
your packages in proportions that assure equitable shelf 
frontage representation and easy stacking characteristics. As 
the competition for shelf frontage intensifies, it is inevitable 
that producers are going to be displayed in the way they 
take up the least amount of shelf frontage and in a manner 
that is easiest to stack. A manufacturer is well advised to 
print the sides and ends of his packages so that the items can 
be identified by the customer no matter how they are dis- 
played on the shelf—whether end out, side out, or face out. 
All six sides should be prepared to do a selling job. 

At the present time many packages cannot be stacked ex- 
cept by using improvised cardboard layers and other time- 
consuming devices. In spite of all these contrivances a tre- 
mondous amount of damage is sustained and time wasted be- 
cause of the poor stacking characteristics of many packages. 
Many items packaged in paper and film bags need to be de- 
signed so they stack easier. Packages with spouts, handles 
and fancy tops that impede stacking should also be redesign- 
ed. These changes will improve your product’s chances for 
good shelf representation. A few progressive firms who 
pack merchandise in glass jars have engineered their products 
for easy stacking. They have provided a ridge on the bottom 
of the jar which fits in a groove in the top. This is an 
illustration of what can be done without affecting appearance 
or cost. 
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Every week thousands of packages are damaged by the 
sharp edged tools that are used for opening cases. Tear 
strips would not only save time but would avoid an enorm- 
Ous amount of damage to case contents. Tear strips are 
practically a ‘must’ on those cases which contain merchan- 
dise packaged in cardboard, paper or film—all of which 
are easily damaged. 

Every week clerks in retail stores must mark literally 
millions of packages by hand. The marking problem is 
complicated by the fact that the space for marking often 
does not appear at the proper place when cases are opened. 
In a recent experiment 400 cases picked at random were 
opened at the top, and in only 59% of the cases were the 
contents right side up—in the proper position for marking. 
In 41% of the cases the items were wrong side up. This 
situation requires removing each item and marking it in- 
dividually—a slow and costly procedure. 

In many cases, no clear space is provided for marking. 
Where space is provided it is usually too small—particularly 
when items are priced in multi-unit combinations. Items 
packed in bottles and jars frequently do not provide ade- 
quate and properly located marking space. The cap is 
covered or nearly covered, with printing or with a color on 
which the marking cannot be read. 

Operationally it is feasible to use only a single type and 
color of ink. Yet we have to mark metal surfaces, printed 
surfaces of every color, cellophane surfaces, varnished sur- 
faces, wax surfaces and oily surfaces that would defy a 


This new display rack 
will soon be used for 
the Ehlers line of 
spices and extracts in 
grocery stores and 
supermarkets. With 
none of the usual 
waste space in back, 
the racks are for end- 
aisle use. Designed 
by the Alpha Display 
Co., the rack has a 
translucent plastic 
sign lighted from the 
rear by fluorescent 
lights. Changing 
Kodachrome transpar- 
encies of appetizing 
dishes made with the 
Ehlers products ap- 
pear on the sign. 





variety of special inks. As a result, illegibility causes serious 
stock losses and creates delays at the cash box while clerks 
are attempting to decipher price markings. 

The marking problem should be considered in determining 
how many layers of merchandise are to be packed in a case. 
It is very difficult to mark merchandise that comes packed in 
cases of three or four layers. Cases of single and double 
layers lend themselves ideally to the marking operation and 
incidentally coincide with the need for smaller packs. Price 
marking is perhaps the most time-consuming single retail 
operation. It would be very helpful if your products were 
designed to facilitate this work. 

By hampering the retailer in the marking operation you 
are tossing away a powerful selling force—the prominent 
display of the price on the package. If I were a manvfac- 
turer, I would make the price space on my package a con- 
spicuous feature, not a game of “hide-and-seek.” 

It seems to me that some degree of package standardi- 
zation within broad merchandise categories would result in 
enormous savings through the entire marketing process. 
With the exception of cans and a few other containers, we 
have made little progress in standardizing package sizes. 


Coding packages 


Contrary to general belief, edible merchandise is not pre- 
served in perpetuity just because it is put in a package. 
We are dependent on codes to check freshness. Yet many 
items are not coded. Very few that are follow a universal 
system. Many systems of coding defy the average clerk. 
Some code markings are easily confused with price marks. 
In some instances, the package must be opened to discover 
the code. As a result of this confusion, many retailers have 
abdicated any responsibility for quality control of packaged 
merchandise. If the processor is going to discharge his 
responsibility for quality control to the consumer, he must 
first devise an intelligible and universal system of coding. 
Once this is done, the basis is laid for active rotation and 
freshness control. 

By designing your products to solve operational problems, 
you can do as much as your sales force to sell your product, 
and keep it acceptable to the retailer. As the impartial 
purveyors of all the brands, we retailers view with immense 
calm the huckstering, the maneuverings, claims and coupons 
of competing brands. We can, however, get very enthusias- 
tic about case and package improvements that recognize our 
Operating problems. 


Coffee and Irish whiskey 


catching on in U. S. 


Catching on in the United States is a new drink, Irish 
coffee, a mixture of coffee and Irish whiskey, topped with 
cream. 

A small campaign for the drink is being run in The New 
Yorker and the New York Times Magazine by Canada Dry 
Ginger Ale, Inc., importers of Power's Irish Whiskey. 

The origin of the new drink was at Shannon airport, 
where travelers feel the need of a bracer. There, the tale 
goes, a sympathetic barman invented Irish coffee. 

A year ago Stanton Delaplane, a San Francisco newspaper 
columnist, wrote glowingly about it after a trip to Europe. 
It took the fancy of people in the city by the Golden Gate. 

Now it is being asked for at New York bars and restau- 
rants, and only the Irish themselves know where it will stop. 
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of coffee the R uses. The I/D quotes him a basis (herein- 
after designated as RBi) comprising 20,000 bags of Santos 
4’s for immediate or prompt shipment. The RBi seems 
reasonable to the R but he declines to buy the coffee at a 
fixed price, RCri. Why? He fears that the current full 
price, RCri, of spot Santos 4’s may decline before the coffee 
consumption picture comes to life. If he bought the coffee 
at a fixed price today, the R fears that he may have to sell 
his blend at a lower price to stay in line with his competition. 
Also, his full price cost, RCri, for Santos 4’s must be in line 
with what other R’s are paying as well. 


What is the solution? 

Therefore, what is the solution to such a problem? The 
I/D may tell the R something like this: “Let us sell you 
these 20,000 bags of Santos 4’s for forward shipment. We 
will ship you one-fourth of this total each month for the 
next four months. We will agree with you now as to the 
basis, RBi, in terms of the December future B-Contract 
on the N. Y. Coffee & Sugar Exchange. Since you agree 
to the RBi and not the RCri, let us draw up a buyer's call 
contract. This will give you the option to call the price 
when you wish to do so. When you exercise your right to 
call, I will cover my short position and bill you for the 
coffee at the price paid for the futures plus the RBi, the 
agreed basis. Hence, your cost on a per pound basis will 
be RCri = (Ni + RBi). By doing this you will be sure 
of receiving the exact type of coffee used in your roasting 
plant exactly when you will be needing it. But, since you 
are good customers and have excellent credit, I will be 
willing to allow you to postpone calling the price until such 
time when you take the coffee orders and have based your 
selling price of the blend, Si, to your distributor/retail 
outlets, D/R. In this way you will be in a position to sell 
your coffee blend at Si, based on the current RCri. Also, 
you will be in a position to pay the prevailing market price, 
RCri, when you sell your coffee blend at Si. But, if the 
price level of raw coffee in the spot market declines before 
you have a chance to sell your blend, you will have the 
benefit of being able to obtain your raw bean cost at the 
lower price level, which again will be in line with your 
selling price.” 

Raw coffee bean cost factor 

The above example illustrates the type of thinking that 
would prevail in trading ‘on call.” Whenever an R is in 
doubt about the supply-demand conditions and the full 
price of raw coffee, this system of purchasing has a great 
deal of flexibility to permit the R to maneuver around the 
raw coffee bean cost factor. This without doubt is a big 
factor in running a roasting establishment. Some roasters 
even to this day are still paying up bank notes due to the 
violent price fluctuation of the raw coffee bean. The lower 
coffee prices for the first quarter of 1955 has cut into first 
quarter earnings of many food companies. Most large cor- 
porations had to deduct large sums from profits which were 
added to inventory reserves while coffee prices were rising. 
With coffee prices down now, this situation is reversed. 
This illustrates clearly how some plan their inventories. But 
most roasters do not have the capital to speculate and play 
the averages. More on this later. 
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the aroma of coffee 


By Professors T. REICHSTEIN AND H. STAUDINGER 


(This article was originally published in German in CIBA- 
Zeitschrift, No. 125, and was translated by Margaret Neu- 
rath for Perfumery and Essential Oil Record, London. The 


viewpoint is, of course, very much European.) 


Roasted coffee is almost exclusively employed for mak- 
ing the invigorating beverage, as raw coffee beans have a 
horny, sticky consistency and a stale taste indicative of lin- 
seed oil. 

The charasteristic aroma of coffee is formed in the 
roasting process. Its finest flavor is at the peak of in- 
tensity immediately after grinding. Hot water—or even 
cold water—poured over ground coffee will inevitably 
affect its flavor. While this can be accounted for in part 
by the evaporation of volatile ingredients, the entire 
phenomenon is, probably, to be explained by a shift in 
the relative volatilities of aromatic components. 

Those which readily dissolve in water are ‘‘swallowed,”’ 
while substances which are water soluble to a lesser ex- 
tent become more noticeable. 

Even where the same raw material is used, different 
aromas result from different methods and different degrees 
in roasting. 

The finest flavor is formed by tender roasting which— 
after grinding—yields a light colored, reddish brown pow- 
der and a light brown infusion; and this is the type of cof- 
fee preferred by most of the peoples living in cold cli- 
mates, particularly in the north of Europe and America. 
In the hot countries, a very strong coffee from beans that 
have been roasted to a blackish tint is usually preferred; 
this makes for a burnt odor note and an intense coloration 
of the infusion. 


. cal research. 


For about one hundred years attempts have been made 
to isolate the substance of coffee flavor, or—at least—to 
strongly concentrate the aroma for the purposes of chemi- 
These experiments were taken up again 
and again, periodically (see **1115%112 10492), In these 
tests, roasted and ground coffee was distilled dry or under 
water-vapor. In some cases the material was extracted 
with ether, or the gases formed in roasting were analyzed. 
The first mentioned procedure yields the best results. 

The gases formed in roasting (mainly water vapor, 
CO,, and acetic acid) include a series of substances which 
hold an unpleasant, burnt odor which, in modern roasting 
machines, is eliminated by a powerful stream of air. 

Subsequently, the roasted beans are quickly cooled to 
protect their flavor. Some of the chemists named in our 
bibliography succeeded in recovering droplets of an oily 
liquid which breaks up easily and—upon thinning—ex- 
hales an odor that is more or less indicative of coffee. A 
number of specific substances was detected in the con- 
centrate and in the roasted product while—in the case of 
other chemicals—their presence could be safely assumed. 

The following chemicals have been detected or—in other 
instances—assumed to be present: hydroquinone’, methy- 
lamine’, pyrrole,t ammonia,’* amines,'? pyridine bases,'* 
furfuryl,’*, fatty acids,!? acetone,'® formic acid,’® acetic 
acid,?° trimethylamine,’® methyl ethyl acetic acid,* fur- 
furyl alcohol,* phenols and cresols*. 

None of these chemicals holds any coffee flavor, and the 
mixtures formed of the same ingredients lack it, too. 

The authors started exhaustive researches on the aroma 
of coffee in the years 1921-30 (see’®). To recover the 
aromatic substances, large quantities of freshly roasted 





Berlin-Vienna 1919). 


Fatty 

Water Caffein Sugar oil 
raw 11.4 1.3 8.4 12.3 
roasted 1.7 1.3 1.2 14.0 





Components of raw and roasted coffee 


Comparing the most important components of raw, and roasted, coffee. Average figures are given in percent 
based on weight. Source: Chapter ‘Kaffee’, in F. Ullmann’s Encyclopaedie der technischen Chemie (Vol. 6, 
For further details see C. Wehmer: Die Pflanzenstoffee (2nd Ed., Jena 1929-35), and 
C. Hartwich Die menschlichen Genussmittel (Leipzig 1911), etc. 


Tannic 
acid 
6.4 
4.7 


N-less 

extract 
18.1 
32.4 


Protein 
11.9 
13.8 


Raw fibre 
26.2 
26.3 
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and ground coffee were first heated to 100°C under a good 
vacuo, at about 3 Torr. The rising gases were collected 
after gradual cooling down to minus 180°C. Thus it be- 
came possible to strongly concentrate all the aromatics 
present in roasted coffee and, particularly, the low-boiling 
fractions which are easily lost by the use of other methods, 
while their structure was maintained unchanged and no 
more than a minimum of undesirable by-products extracted 
in ad-mixture with the desired flavor. The yield was 
further concentrated by distillation and mechanical elimi- 
nation of undesirable components. 

Thus, a yellow-colored oil was recovered which, upon 
extensive thinning, exhaled an intense odor of coffee. 
However, this oil proved to be highly unstable, and its 
odor changed after a few days’ storage at room tempera- 
ture—even where air-borne oxygen could be excluded. 
Therefore, the oil was stored at minus 80°C and fresh 
supplies were used for all subsequent work. 

Through separation procedures, over 70 characteristic 
substances were isolated from this source and each of 
them identified beyond doubt by the presence of crystalline 
derivatives and by chemical analysis. 

An exhaustive list of all the chemicals present in coffee 
flavor has not as yet been compiled, but the authors be- 
lieve that they have identified the components which are 
present at a higher ratio of weight, and those which prin- 
cipally control the odor note®®. Most of the substances 
identified were wellknown compounds present in other 
roasted products as well, for instance in caramel sugar, 
cocoa, baked bread and, partially, even in wood tar. 

However, some of the chemicals detected were new 
and obviously characteristic for roasted coffee. For com- 
parison’s sake they were also synthetized. 

It was found that not even one of the substances isolated 
possessed the coffee flavor aimed at, in itself. The com- 
bination of a comparatively large number of components 
at a precariously devised ratio is essential in any attempt 
at duplicating the aroma of coffee. This is a matter of 
close resemblance to the fragrances of flowers and the 
flavors of fruits. Nevertheless, it was found that specfiic 
components are of paramount importance. This applies 
particularly to a substance, including sulphur, which is 
chemically defined by the name of furfuryl mercaptan 
(CH,SH). 

This chemical was unknown at the time when the 
authors detected, and synthesized it for the sake of com- 


parison. Pure furfuryl mercaptan holds a persistent, ob- 
trusive odor. Highly thinned, however, it exhales a 
pleasant note indicative of coffee. Traces of methyl mer- 
captan, which was already known at the tiem of our 
analyses (CH,SH) and which smells even worse, were also 
detected in the coffee aroma (see?’). 

Only by combining a large number (over 40) of the 
substances extracted from coffee oil did it become possible 
to develop compound mixtures which—upon adequate 
thinning—held a typical coffee aroma, though this was not 
up to par in quality with the natural product. 

The mercaptans referred to are not to be taken for 
free components of the coffee flavor; they are—in the 
way of acetals—losely tied to the aldehydes and ortho- 
diketones, which are abundantly available. These chemi- 
cals alter rapidly upon storage. 


Invigorating elements 


The invigorating action of coffee is principally based 
upon its content in caffein; yet, it appears that the aro- 
matics of coffee and perhaps other roasting products, con- 
tribute to it as well. A weak analeptic action of the 
purified aromatics could be safely established in tests with 
animals, by Karl Spiro, Basle (1867-1932). 

As indicated before, the coffee flavor is not present in 
the raw beans and is only formed in the roasting process. 
The accompanying table indicates the change in ratio ,aver- 
age percentages) of basic coffee components which roast- 
ing will effect. As opposed to the heavy losses of water 
and CO,, a certain rise is observed in the rate of com- 
ponents which chemically resist the action of heat (such 
as fats, ash, etc.) 

Sugar and tannic acid are reduced in quantity; but the 
losses in ratio are slight as concerns caffein and raw fibers, 
which may even rise by about 1%. The aroma formed 
in the roasting process originates principally from water 
soluble components***; fats do not participate in its 
creation, but they hold the capacity of absorbing the 
aroma once it has been formed and protecting it from 
evaporation, oxidation and deterioration. These specific 
properties have, apparently, been confused in an older 
paper on the subject*. According to Erdmann,* “raw tan- 
nic acid recovered from coffee beans” will yield the coffee 
aroma upon heating in the presence of sugar and caffein. 

The raw tannic acid employed was prepared according 

(Continued on page 94) 
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the cardamoms of India 


By W. WILSON MAYNE 


This comprehensive article reviews the cardamom picture 
in India, the original source of the seed. India, together 
with Guatemala, Ceylon and Italy, has been supplying the 
United States with the bulk of its imports. This article 
1s from “World Crops.” 


While the Malabar Coast of Western India has perhaps 
been somewhat over shadowed by the romantic glamor of 
Ceylon and the islands of the East Indies as sources of the 
spices which played such a major part in the commercial ex- 
ploration of the Indian Ocean, yet it has a history in the 
spice trade probably older than either. 

Pepper was exported from Malabar to Alexandria as 
early as the First Century A. D., and trade around the shores 
of the Arabian Sea and overland to the Mediterranean civili- 
zation probably included spices for centuries before that. 

Pepper still remains an important Malabar export, along 
with several other spices, coconut products and the more 
recent products—tea, coffee, cashewnuts and rubber. 

Among the spices of Malabar, cardamoms play an im- 
portant part, and the conditions of their production are of 
considerable agricultural interest. The Western Ghauts of 
Southern India produce practically the whole of this crop 
for world markets, affording a somewhat unusual instance 
of the major commercial production of a tropical crop 
taking place within its natural habitat. Furthermore, the 
conditions of production range over the whole gamut of 
tropical agricultural systems and provide an illustration of 
the satisfactory utilization of one of the most difficult vege- 
tation zones—the wet monsoon forests. 

The cardamoms of commerce are the see capsules of 
Elettaria Cardamomi, a member of the Zingiberaceae, some- 
what similar in habit of growth to ginger. 

The plant consists of a branching rhizome running in 
the superficial soil layers, from which arise pseudostems con- 
sisting of sheathing leaf bases, each expanding into a lanceo- 
late leaf blade several feet long. The leafy pseudostems 
may reach ten to 15 feet in height in the larger varieties. 

Flowering panicles arise from the bulbous bases of the 
pseudostems and develop either vertically or horizontally, ac- 
cording to the variety. These may be two or three feet 
in length, and each consists of a main rachis with short 
alternate peduncles bearing some half a dozen shoft, closely- 
set, alternating and secund pedicels. The flowers borne 
on these pedicles are about an inch across with three white 
spreading carolla lobes delicately veined with violet. The 
inferior capsule varies considerably in shape from sub- 
globose to fusiform and is three-celled, each cell containing 
five to seven small black rugose, angular seeds. 

The seeds are the actual, commercially used product, but 
most cardamoms reach the marketing centers in the dried 
capsules—a system of marketing which helps to preserve the 
essential oil in the seed and to discourage adulteration. 

The cardamom occurs throughout the monsoon forests 
of South India, from South Travancore to North Mysore, at 
elevations between about 2,500 and 4,500 feet in the 
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Western Ghauts. In many parts of these forests it is a 
characteristic element in the succession which develops when 
a large tree dies and lets in the light to the forest floor. In 
such sites, it grows and flourishes until the canopy closes 
in again. 

The climatic conditions in this range are characterized by 
a heavy annual rainfall varying between 100 and 300 inches, 
mainly concentrated in the months from June to September, 
when the southwestern monsoon blows, but there is usually 
adequate rainfall from April to November. 

The dry season varies in length from not more than about 
three months in the South to some five months in the North. 
The length of this dry season appears to be the main factor 
in determining the natural range of the species. 

In the more Southern regions the plant occurs in areas 
of lower annual rainfall and somewhat lighter forest than 
in the North. Thus the Cardamom Hills of Central and 
North Travancore, in latitude 10° to 11° N., experience a 
rainfall hardly exceeding 120 inches, whereas in Mysore and 
Coorg, some 250 miles to the North, the wild cardamom 
is restricted to the heaviest forests near the westerly edge 
of the hills, with 200 to 350 inches of rain. 

Although the plant develops with lightening of shade by 
the death of forest trees, it cannot stand continuous ex- 
posure and its light requirements cover a rather narrow 
range of intensity. It must be regarded, therefore, as a 
relatively ephemeral species, developing in one site to 
reproduction and then being squeezed out by the developing 
shade canopy, to spring up again in another as forest veterans 
crash down into decay. 

The earliest detailed account of the cultivation of carda- 
moms to reach the West is contained in Buchanan-Hamil- 
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ton’s description of his journeys through the west coast of 
India, published in 1807. This account is based on a system 
he saw in North Kanara, and although it still exists in 
that area, its importance is negligible both with respect to 
area and to production. Even at that time it could have 
only accounted for a small portion of the quantities enter- 
ing commerce, but the balance then was collected as minor 
forest produce and fell outside the sphere of agriculture. 

The most that could be said was that the collectors of 
cardamoms probably assisted nature by the selective felling 
of trees to produce the desirable ecological conditions for 
cardamom development. 

In Coorg, such a refinement of jungle collection developed 
into a more or less regular system in the 19th century, and 
this system—''the malai’—is still the principal type of 
cardamom production in that province. 

(To be continued) 


customers do play favorites! 
(Continued from page 58) 





Now, I'd like to suggest this to you—when you get home 
call your coffee supplier. Ask him to give you a frank and 
honest opinion of the coffee you are serving and whether, 
to his mind, it represents the finest cup quality possible. 
Tell him you were convinced at the National Restaurant As- 
sociation meeting that you must have the best cup of 
coffee in town. 

Tell him all this, but for heaven sake don’t tie his hands 
behind his back by demanding unrealistic prices or a lean 
formula. Give him a free hand. Let him supervise your 
brewing and be responsible for it permanently. That's his 
job. We'll be glad to help sim, we'll be glad to help you 
carry out such a program, If you try it, I'm willing to bet 
my new gold molar you'll be happy, your supplier will 
be happy and your consumer will be happy—which is an- 
other way of saying that more money will be dropping in 
the till. 


the aroma of coffee 
(Continued from page 92) 





to Rochleder’® and must not be taken for a pure chemical; 
it is a mixture precipitated with lead acetate from the 
water soluble components of the raw coffee bean, and 
regenerated from the insoluble lead salts by the addition 
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of H,S. This tannic acid extracted from coffee includes 
ample rates of chlorogenic acid, '**° along with many 
other substances, one of which is caffolic acid, which has 
also been purified and isolated.’ After Gorter," pure 
chlorogenic acid will not produce a coffee aroma upon 
heating; and the same applies to a mixture of chlorogenic 
acid, sugar and caffein. Caffolic acid reacts also in the 
negative sense in this instance. Therefore, the remaining 
substances present in raw tannic acid as extracted from 
green coffee beans must include the source of coffee 
flavor. 

An interesting observation was made by Richard Will- 
staetter (1872-1942),’7 who found that the peroxydase 
extracted from horse radish (an enzyme, i.e. a typical 
protein) develops a coffee aroma upon heating. Raw 
coffee also includes peroxydases which may possibly play 
their part when coffee flavor is developed in the roasting 
process. 
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* The results have only been partially published in the patent litera- 


ture; for instance in Swiss Patents 128720, 130605, 130606, 
130607, granted 16th September 1926. More detailed publications 
are now being prepared. For literature published so far, see 
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* It is generally known that many popular natural raw materials and 
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is extremely pleasant to the olfactory sense, to their content of 
small quantities in additives which carry a rather unpleasant odor 
in themselves but prove very attractive in thinned solutions and in 
admixture to other oils. 
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By MARK M. HALL 


@ @ The coffee market seems to be 
working down, at the time of this writ- 
ing, and according to some opinion here, 
should soon reach a basis on which more 
business could be done. In spite of ef- 
forts by producing countries to hold up 
prices, the movement should continue, es- 
pecially as the season for the new crop 
approaches. 

While there has been some activity in 
this area, the buying is hand to mouth 
with spots bringing a premium of about 
2 cents for Santos and Colombians. It 
is reported the spot market runs even 
higher in New York. The reason given 
for this is that San Francisco roasters 
depend more on a continuous flow of 
supplies being brought in and less on the 
spot stocks than is the practice in New 
York. A dependency on spot stocks makes 
them more subject to market pressure. 
In lieu of spots, roasters ask the importer 
to name the ship, and it has to be a near 
arrival before they buy. Some say that 
business should stay fairly uniform 
throughout the year, and prices should 
settle around the 40 or 50 cent level. 
= @ Figures are pretty dry, unless one 
can make them tell a story—a true one, 
of course. It was Joe Hooper who pre- 
sented the following. The month-to- 
month figures would show that the im- 
portation of coffee on the Pacific Coast, 
though high in the early part of 1954, 
went continually down to a trickle at the 
end of the year. 

Expressed more dramatically, 42 5/10 
per cent of the year’s total was brought 
in during the first quarter, 29 5/10 per 
cent in the second quarter, making a 
total of 72 per cent in the first half of 
the year. In the third quarter it was 13 
per cent and in the last quarter it was 15 
per cent. 

This shows the drastic drop in impor- 


tations during 1954, with the trend being 
carried on until a bottom is reached in 
April, 1954, as shown by the figures for 
San Francisco. 

The following is furnished by Stanley 

Evans of the Harbor Board for the Port 
of San Francisco. April of this year im- 
portations in tons were 3,797, as compared 
with 18,591 tons in 1954. The total for 
the first four months of this year was 
39,787 tons, as compared with 67,286 tons 
for a like period in 1954. 
@ @ Well known in the West as an ex- 
pert on the mechanics of coffee roasting 
and packaging is Louis Ozor, of the 
Tempo-Vane Manufacturing Co. of San 
Francisco. He began his career in the 
business as an engineer for Schillings, 
and later was for some years with the 
Mill Engineering and Machinery Co. 
When he decided to go into business for 
himself, he did not have to start in from 
the bottom, but just took the business 
with him, and rolled along in high gear 
right from the start. Now his field is 
the United States, and he says he is build- 
ing coffee plants all over the country. 

One of his original products is Tempo- 
Vane, a heat-controlling instrument, now 
widely distributed. He represents in this 
country the Probat roaster, built in Ger- 
many and now being installed in a num- 
ber of plants. He has invented and is 
now producing the Tempo-Vane Bag 
Tucker which, tied in with two other 
machines, fills, tucks and seals bag coffee. 
There are several of these said to be in 
successful operation, and he has more 
orders than he can fill. 

Needing new facilities, Louis has taken 
over the Doyle Sheet Metal Works and 
is now operating it under the name of 
the Tempo-Steel Corp. The company 
manufactures grills, spouts for coffee 
equipment, sink liners and other such 
products made with aluminum and stain- 
less steel. Louis Ozor attends the coffee 





conventions and is found wherever coffee 
men congregate. 

@ #8 Ray Graham, of the spice depart- 
ment of A. Schilling & Co., presented a 
talk last month at the plant to the grad- 
uating class on foreign trade of Stanford 
University. 

@ ® Harold Gavigan, of B. C. Ireland, 
Inc., attended the American Spice Trade 
Association convention at Skytop Inn, 
Pennsylvania. Harold said it was one of 
the most constructive affairs of its kind 
he had ever attended. Next year is the 
50th anniversary of the founding of the 
organization, and many members ex- 
pressed a desire to have the convention 
held in San Francisco. 

# @ Fred Johnson, of Spice Islands, and 
Mrs. Johnson have been touring Europe 
and will not return until July. The ob- 
ject is both business and pleasure. 

se Mr. John M. O’Dea, retired secre- 
tary of S& W Fine Foods, died suddenly 
at his home in Alameda last month. He 
had been with the firm for 53 years 

@ @ Carlos Abren, who for some months 
has been learning more about the coffee 
business in the office of E. A. Johnson & 
Co., is on his way to his homeland via 
New York. Carlos enjoyed his stay in 
this country and made many friends here. 
His father and uncle are the firm of 
Abrens & Filhas, of Rio. 

s #8 Ed Johnson, Sr., it is rumored, will 
be on his way to Brazil soon. He is 
probably going for a change of climate. 
= @ Elmer Briggs’ hobby is the Boy 
Scouts, and he had to dig down to send 
one of his boys, an Eagle Scout, to a 
recent convention in Canada. If Elmer 
presses some roasters a little hard to buy 
a few bags of coffee, they should know 
why. 

= @ Folger’s is offering one of its great- 
est premiums in 105 years of history. 
With two unwinding bands from a Fol- 
ger’s tin, or two labels from Folger’s 
Instant Coffee, two nationally advertised 
ball pens valued at $2.58 are obtainable 
for 50 cents. The B. B. Rol-Rite pen is 
fully automatic and guaranteed for ten 
years. The promotion will be broad- 


(Continued on page 99) 
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@ @ It’s all set for the local trade’s an- 
nual golf outing. As mentioned hcre 
last month, the date is Tuesday, June 
21st, and the place is the Hackensack 
Golf Club, Oradell, N. J. 

Just start polishing up that swing— 
never mind the weather. If what's hap- 
pened in past years is any indication, the 
sun will shine on New York's coffee folks 
at the outing. 

It may drizzle the day before, pour the 
day after. But on coffee outing day? 
Ahhhh! . . . Wanna bet? 

The word from the Green Coffee Asso- 
ciation is that alterations to the Hacken- 
sack Golf Club during the winter made 
increased space available. Attendance will 
be increased to 300 persons. 

To assure equitable distribution of 
tickets, the committee in charge will give 
priority to Green Coffee Association 
members. No tickets will go to non- 
members unless they are available after 
members’ requirements have been met. 
@ @ James A, McMillan, manager of the 
New York importing office of The Kro- 
ger Co., retired after 26 years with the 
retail food firm. 

He-has joined the New York office of 
Leon Israel & Bros., Inc. 

At the Kroger Co., Mr. McMillan has 
been succeeded by James M. O’Brien, as- 
sociated with the company’s New York 
office for the past three years. 

Mr. McMillan joined Kroger’s manu- 
facturing division in Cincinnati in 1929 as 
assistant purchasing agent and became 
manager of the coffee department in 1932. 

He was manager of the New York 
buying office, with headquarters at 99 
Wall Street, since 1946. 

Mr. O’Brien, an employee of The 
Kroger Co. for 29 years, started as a 
part-time clerk in the Charleston, W. Va., 
branch. 

Following several promotions, he enter- 
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ed the coffee department of the Cincin- 
nati manufacturing division in 1937. He 
has been a member of the New York 
staff since 1952. 

@ @ Edward S. Wechsler, secretary, 
general production manager and purchas- 
ing agent of Philip Wechsler & Son, 
New York City, coffee roasters catering 
to the restaurant trade, died last month of 
a heart attack in Miami Beach, Fla, 

He was 57 years old. 

Mr. Wechsler is survived by his widow, 
a son, a daughter, a sister and four 
granddaughters. 

@ @ The trade learned with regret of the 
death of Hubert Magee, freight traffic 
manager of the United Fruit Co. 

Mr. Magee succumbed to a heart at- 
tack at his home in New York. He was 
56. 

He had been associated with United 
Fruit for 26 years. 

@ @ Increasingly active as agents here 
for Abysinnian coffees is the Hollander 
Trading Corp., with headquarters at 154 
Nassau Street. In charge of the coffee 
end, which has been underway for about 
a year and a half, is Robert E. Gould. 
# @ A training program centering on 
the work of the Standard Type Com- 
mittee of the New York City Green 
Coffee Association has been approved by 
the board of directors. 

Six trainees and six alternates were 
named by the board. No more than six 
can attend any one meeting of the com- 
mittee, and then as observers only. 

As part of their duties, the men will 
be asked to gather samples of various 
growths of coffee on arrival. These 
samples will be filed at the association 
office, to be available to the Standard 
Type Committee in its work. 

Charles T. Ney, chairman of the com- 
mittee, asked the cooperation of the 
membership in the training program. 


Those named as trainees were George 
Fallar, Jr. Sam Heron, William Mc- 
Donald, John J. Malone, James Norton, 
Jr., and Timothy Horan. 

Appointed alternates were James Alex- 
ander, John D’Elena, William Heidt, 
John McCarthy, Robert Scheidemann and 
C. S. Van Wie. 

@ ®& Gustav Wedell, widely known in the 
coffee industry as president of the East 
Asiatic Co., New York City, has been 
elected chairman of the board of the 
Scandinavian Airlines System, Inc. 

= & Twenty-six leaders in coffee, tea 
and allied industries responded to an in- 
vitation from Albert Ehlers, president of 
Albert Ehlers, Inc., to take commitee 
posts in the industry’s division of United 
Hias Service, the Jewish international 
migration agency. 

As chairman of the division, Mr. 
Ehlers is leading an industry drive for 
$10,000—part of the 1955 United Hias 
budget of $3,119,385. 

The campaign committees and _ their 
members are: 

Instant coffee: Ernest G. Deutsch, Sol 
Cafe Manufacturing Corp. 

Tea: George Friedman, George Fried- 
man Co., and Max Margolies, Tea Pack 
Co. 

Roasters: Simon Auskern, Sabrosa 
Coffee Co.; Herb Dallis, Dallis Bros.; 
Fred Kohn, Old Dutch Coffee Co.; John 
E. Mazzei, S. A. Schonbrunn & Co.; 
Irwin White, White Coffee Corp. 

Coffee Brokers: John G. Cargill, Car- 
gill and Dennison; Jack McCarthy, C. E. 
Bickford & Co.; Austin A. O’Brien, 
Nash and O’Brien; Donald Sperling, 
Sprague and Rhodes. 

Coffee importers: H. L. C. Bendiks, 
H. L. C. Bendiks, Inc.; G. H, Scheide- 
mann, Balzac Bros. & Co.; Philip L. 
Stetzer, J. Aron & Co.; Walter H. Voel- 
bel, Truebner Voelbel Co.; E. J. Walker, 
Byrne, Delay & Co.; John E. Wolff, 
Stein, Hall & Co. 

Spices: Kenneth G. Frazer, Ludwig 
Mueller Co.; Louis Furth, Inc.; Samuel 
Kaltman, Mutual Spice Co.; Dr. Karl 
H. Landes, Karl H. Landes and E. Balint, 
Inc.; Ludwig Mueller, Ludwig Mueller 
Co.; Ferdinand Vitek, Fuerst Bros., Inc. 
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By W. McKENNON 


@ @ The trade was shocked by the sud- 
den death from heart attack of Felix 
Vaccaro, 51, at his home here on May 
4th. Mr. Vaccaro, a well known coffee 
broker at 305 Magazine Street, was a 
member of the New Orleans Green Coffee 
Association, the New Orleans Board of 
Trade, Ltd., and the National Coffee As- 
sociation. He is survived by his widow, 
two daughters, two grandchildren and 
three brothers. 

® @ Fred Martin, of the Bingham Cof- 
fee Co., Jacksonville, Fla., visited the 
trade here recently. 

@ @ Mr. and Mrs. Perrin Lawson, of 
the Lawson Coffee Company, Sumpter, 
S. C., were in New Orleans, for the 
Southern Coffee roasters’ Association 
meeting. While here, he called on ac- 
quaintances. 

@ @ Mrs. John Dinos and Anthony Dinos 
acompanied John Dinos, of the Mocha 
Coffee Co., Atlanta, Ga., to New Orleans 
for the roaster’s meeting. 

@ @ Al Jaudon, of the Jaudon Coffee 
Co., Tampa, Fla., visited with friends 
while here for the roaster’s meeting. 

# ® The Tenth Mississippi Valley World 
Trade Conference was held here, with ap- 
proximately 750 delegates and their wives 
attending, A reception was held for the 
delegates by the New Orleans Board of 
Trade, Ltd. 

@ @ Mr. and Mrs. Ralph Lipthrott, of 
the Reace Tea and Coffee Co., were in 
New Orleans recently. The former at- 
tended the roaster’s meeting and called 
on the trade, before they returned to St. 
Petersburg, Fla. 

® @ R. S. Hecht, chairman of the Board 
of Mississippi Shipping Co. was recently 
reelected to the board of the International 
Trade Mart here, and named chairman of 
the executive committee. 

@ @ Harry X. Kelly, president of the 
Mississippi Shipping Co. discussed “Use 
of Accounting Information by Manage- 


ment” at a recent meeting of the New 
Orleans chapter of Cost Accountants. 
eewW. H. Kunz, of the W. H. Kunz 
Co., of Los Angeles, was a recent visitor 
in New Orleans. 

® ® Overton Dickinson, of the Fleet- 
wood Coffee Co., visited the trade here 
following the roaster’s meeting. 

me Mr. and Mrs. Sam Israel, Jr., of 
Leon Israel and Bros., Inc, New Or- 
leans, have returned from an extended 
visit abroad. 


Minneapolis 
By HARRY P. RILEY 


@ @ John F. McKiernan, president of 
the National Coffee Association, gave a 
very inspirational talk at the Radisson 
Hotel, to the Northwest Coffee Roasters 
Association. 

On hand were: 

Nash coffee—Les Clark, president of 

the Northwest Coffee Association, and 
Don Robinson; Atwood Coffee Co.— 
Harry P. Riley and Phil D. Hawthorne; 
McGarvey Coffee Co.—Robert McGarvey, 
Sr., Robert McGarvey, Jr. Don Asplund, 
Walter Steiner and Cliff Coll; Ejibert 
Coffee Co.—Paul Eibert: New York Tea 
Co.—Willis Krumpleman; Ray Peterson 
and Frank Lewanovich; Osgood Coffee 
Co.—Paul Bentzen; Douglas Bentzen and 
Lyle Rosetter; Winston-Newell Co.—Ed 
Rindahl, manager coffee department; Red 
Owl Stores—Dave Platter, manager cof- 
fee department; M. B. Coffee Co.—John 
Lombros, Jr.; Minneapolis Coffee Co.— 
Ed Mannerberg; Rober Leyh—coffee 
broker. 
a 8 William W. Bardsley, for many 
years a Minneapolis coffee broker, died 
after a long illness. He was 70 years 
of age. 

Mr. Bardsley sold his interest and re- 
tired from the Firm of W. W. Bardsley 
& Co., Inc., in 1950, at which time he 
moved from Minneapolis to Santa Rosa, 
Calif. 


He is survived by his wife, Mayme, a 
daughter, Mrs. G. Russell Dahl, two 
grandchildren, all of Santa Rosa, ‘and a 
sister Mrs. Luella Stead, of San Diego. 


Southern California 
By VICTOR J. CAIN 


= ® Ted and Hazel Lingle, of the Lingle 
Bros. Coffee Co., recently set off on an 
extended tour of South America. 

@ @ Ray Bradt, vice president and di- 
rector of Ben Hur Products, a division 
of McCormick & Co., spent a week’s holli- 
day in Las Vegas, basking in the desert 
sun. 

= & Ted Stangman, a new man to the 
coffee business, has been selected to rep- 
resent W. R. Grace & Co. in the Los 
Angeles area. 

= @ Andrew S. Moseley recently made 
a trip to New York to attend a board 
of directors’ meeting of the National 
Coffee Association. 

® & Bob Quinlan, of B. C. Ireland, Inc., 
recently visited Los Angeles, and was ac- 
companied by E. P. (Peter) De Moneby, 
of the Far Eastern Commodities Corp., 
New York City. Their tour of Southern 
California was conducted by Herb 
Knecht. 

= @ Fred Rodman, formerly associated 
with the Smart & Final Iris Co., has now 
taken up his position as coffee buyer for 
Consolidated Food Processors, Inc., Los 
Angeles. 

= @ Bill Waldschmidt returned from 
New York for a visit with his many 
friends in Los Angeles prior to attending 
the Pacific Coast Coffee Convention at 
Pebble Beach. While here, a dinner was 
tendered to Bill by the members of the 
coffee trade. Those attending were Ray 
Bradt, Tom Halpin, Len Koppel, Walter 
Dunn, Charles Nonenmacher, Earl Lingle, 
Dick and Lorrie Moseley, Bill Gloege, 
George Koppel, Herman Landon, Ed 
Appfel and Vic Cain. It was a very de- 
lightful party, and after all the festivities 
were through most of the men adjourned 
to the card room. 

= @ Jim Knecht has announced he is 
leaving the coffee business to be manager 
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COFFEE & TEA INDUSTRIES and The Flavor Field 








of the Kenworth Motor Corp. in New 
Mexico. All the coffee trade wishes Jim 
the very best success. 


Chicago 
By JOE ESLER 


# ® During the Home Service exposition 
at the Edgewater Beach Hotel, Glolite 
Corp. will be represented by A, V. Sa- 
dacca, Robert J. Schultz, Glenn Ederer 
and Lou Dominigie. The booth will 
carry a complete line of Glolite decorated 
Xmas specialties of interest to the home 
service merchant. 

® @ Cleanser Products, division of SOS 
Co., will have a full line of cleanser pads 
and Husky Plastic Cleaning Aids in their 
booth at the convention. John Cameron, 
Charles Tucker and Robert Ellis will be 
in charge. 


@ @ Zach E. Weil, Tray White, Charles 
Cecil, Allen Mathis, Jr. and Kenneth H. 
Johnson will be on hand for Club Alumi- 
num Products Co. to greet the home ser- 
vice trade. 

@ # Odor-Aire Corp. will have a display 
of moth blocks, pliofilm and cello pack- 
ages at their booth with Charles Brown- 
ing Jr. and Tray White in charge. 

® 8 Paul Gallo, Ralph and Fred Gross 
will be in charge of the Universal Elec- 
tric Log Co.’s exhibit. They will dis- 
play small lamps for the home, such as 
vanity, pinup, desk and pullup lamps. 

@ @ Baker-Cammack Hosiery Mills, Inc. 
will display packaged stretch sox for 
men, under the Helenca nylon brand. 
Pat Murphy will be present to meet the 
trade. 

ee B. F. Falkow and A. A. Aptaker 
will represent Aptaker-Falkow Associ- 
ates. They will display animated lamps, 
cameras, binoculars, fiber insulated bags 
and imported chinaware. The company 
represents the factory direct. 

@ @ Claire Mfg. Co. will exhibit several 
new packages including Lanolin Mist 
hair conditioner, cold relief bombs and 
soap aerosols at the exposition with 
Herb Ehler and Russ Murray on hand 
to meet the trade. 

® & Kitchen Art Foods exhibit will 
feature baking mixes. They will show 
a new line, icebox pie mix which re- 
quires no baking. G. L. Sternfield, Louis 
Weinberg Jr. and Seymour Solomon will 
represent the firm. 

= #8 M. Gottsegen, Joe Ritter and Sam- 
uel Davis will display a full line of 
plastic picnic cases and toy tea sets for 
Gotham Industries. 

@ @ Close & Co, will feature 2 and 3 
pound glass packed hard candies, three 
pound tins and two pound poly bags at 
their exhibit with George, Frank, and 
E. T. Urban in charge. 

# ® Leon La Bell, Jack Glass and Jack 
Halperin will represent La Belle Mer- 
cantile Co. at the exposition. They will 
exhibit a new blend of nylon blankets 
under the LaBelle trade mark and also 
under the Pepperell label. They will 
also show a complete line of gift ware 
for the home service trade. 

ee fj. G. Ferguson & Associates will 
have a book and games exhibit of in- 
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terest to the home service trade, featur- 
ing Children’s Classics, children’s games, 
coloring sets and puzzels. 

@ @ Chain and independent stores in the 
Chicago territory are featuring coffee, 
both instant and regular, at sale prices. 
McLaughlin Coffee Co. is offering a dis- 
count of 5 cents on their new instant 
coffee and a ten cent discount on a two 
pound package of regular. Thos. J. Webb 
Co. also have a large sales drive on. 

@ @ several leading coffee companies had 
displays and served their coffee at the 
National Restaurant Show. Many 
thousands attended the convention. 

® ® Richard Le Bron, sales manager of 
S & L Sales, Inc. of Omaha, distributors 
of an Automatic Coffee dispensor, served 
freshly brewed coffee at the National 
Restaurant show at the Navy pier. They 
introduced a new manually operated 
model, 

@ 8 The 26th annual golf outing and 
field day for the Food Products Club of 
Chicago has been set for June 16th at 
St. Andrews Golf Club. I. J. Loyacono, 
secretary treasurer, reports a record crowd 
is expected. 

@ @ Bernard and Ira Golan will be in 
charge of Flavour Candy Co.’s booth at 
the exposition. They will display fruits- 
n-spices, Michigan mints, chicken bones, 
Wisconsin Dairy butter candies packed in 
Saran bags. 

@ 8 Supreme Products will exhibit a 
line of electric knife sharpeners, electric 
hair clippers, screw driver attachments 
for power tools and other specialty items 
of interest to the home service trade. 
Will Hopp, assisted by Herbert Long 
and Chet Gaudian will be in charge. 

@ @ The Tigrett booth will display a 
full line of unique and patented toys with 
Harry G. Sundheim Jr. in charge. 

@ @ Queens Lusterware will display a 
full line of decorated ware for the trade, 
with some unusual items selected by 
Phillip Pinsoff during his recent trip to 
Europe. Both Phillip and Meyer Pins- 
off will be on hand to meet the trade. 

® & Continental Coffee Co. joined with 
Swift & Co. and Quaker Oats at the 
National Restaurant Show. Their ex- 
hibit was named “Plantation Inn.” Con- 
vention guests were invited to a 4 minute 
meal consisting of sausage, pancakes and 
steaming Continental coffee. 


San Francisco 
(Continued from page 95) 


s @ A fire was discovered on the Flying 
Clipper of the Isbrandtsen Lines when 
it reached Kobe, Japan. A certain amount 
of tea was dumped there to acertain the 
extent of smoke or water damage. 

@ @ Marty Coughlin, head traffic man- 
ager at Lipton’s, Hoboken, Ed Spillane, 
and many other prominent tea men met 
with the California Port Authority at 
luncheon last month to discuss ways and 
means of bringing about a reduction in 
the wharfage charges and other tolls 
levied by the state on tea at the Port 
of San Francisco. A reduction in these 
charges would make the shipment of tea 
through this port more favorable and en- 
able the tea importers of this city to com- 
pete with Galveston and New Orleans for 
the trade of the Midwest. 


coffee is a medium for exchange 
(Continued from page 68) 








casted by Frank Hemingway and the 
TV show, “Queen for a Day.” 

= @ The Grace Lines has been improving 
the facilities of the port of Corinto, 
Nicaragua. The company has been build- 
ing terminals and bringing in lighters to 
help relieve the congestion of freight. 
Part of this condition is due to the great- 
ly increased production of cotton and 
its export through this port, also to the 
necessity of moving it before the rainy 
season starts in. 

@ @ Joseph C. Tyler, Jr., of American 
Factors, Ltd., Kailua Kona, Hawaii, and 
Mrs. Tyler spent some time in San Fran- 
cisco before attending the P.C.C.A. Con- 
vention. Ed Howatt represents the com- 
pany locally. 


for exchange of social and cultural in- 
fluences. 

I do not mean to imply that the Ameri- 
can continents are no more than a 
marketplace. I see coffce as the com- 
mercial tie along which the two-way 
stream of understanding can be made to 
flow. 

My purpose isn’t to preach. I only 
want to suggest a practical, easy, ap- 
proach to better communication with our 
neighbors to the south. 

Better communication is our great need 
in the conduct of Latin American affairs. 

To that end I, for one, shall continue 
to advocate the teaching of Spanish in 
our public schools. And throughout our 
hemisphere, let’s teach our children to 
study man as well as mathematics, and to 
build temples to friendship as well as 
coffee groves, coffee processing plants and 
shopping centers. 

Here I'd like to show that there are 
ways in which each of you can help to 
make understanding the common denom- 
inator of all our hemisphere relationships. 

Most of us here, I guess, hark back to 
a time when the coffee-growing areas 
were, in truth, far distant places. Today 
they aren’t any such thing. Those areas 
of Latin America are just a few hours 
away. 

So what do you say to this? How 
about delegating your responsible per- 
sonnel, or getting down there yourselves, 
to see what the land and its people are 
like? 

You, too, can know the friendship and 
hospitality that abounds in those beauti- 
ful countries. 

Be sure to take your wives along. And 
when you get back, I would be very much 
interested in hearing the views expressed 
by the top management of your respec- 
tive homes. 


Coffee break Q and A 


Q. How many employees should take a 
break at one time? 

A. The number depends upon the total 
number of employees, the dispensing 
method, etc. Some companies, principally 
those with staggered breaks, serve less 
than 50 employees at once. Others handle 
many more, especially if mobile wagons 
are used. 
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FLAVOR CHEMIST EXPERIENCED 


in flavor compounding and applications 
te food produ:ts. A permanent position 
with 100 yr. old firm. Starting salary 
commensurate with training and experi- 
ence. All replies held in strictest confi- 


dence, 

FRIES & FRIES, INC. 
110 E. 70th St. New York 28, New York 
Cincinnati 16, Ohio Tele: SAcramento 2-2260 








THREE INTERESTING 
SPICE BOOKS 


Practical Handbook on Spices 


The Spice Sampler 
The Book of Sauces 

ORDER FROM 
Coffee & Tea Industries 


(formerly The Spice Mill 
106 Water St., New York 5, N. Y. 








FCR SALE 


COMPLETE AUTOMATIC 
COFFEE BLENDING, GRINDING 
AND PACKAGING MACHINERY 


One Floor operation, equipment 
like new. Will automatically 
package one pound bags 3000 
Ibs. per hr. Will also package 
two lb. bags. 
8—6500 Ib. Hoppers 
8—Draver Feeders 
6—Screw Conveyors & Elevators 
1—Gump Granulizer #888 
1—Consolidated Machine 
Bag Feeder 
Scale, Adjustable, 1 or 2 Ibs. 
Settler & Bag Dater 
Soncromatic Sealtite “A” 


Dryer 
Case Sealer 
Compressor 


EUREKA TEA COMPANY 
500 W. 26th Street 
Chicago, Illinois 


Mr. H. Leiser 
Tel.—Vi 2-0100 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 


package of 
COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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the captain was thirsty... 
but he shared his drinking 
water with a coffee plant 


In 1720, Louis XIV of France unknowingly laid 
the foundation for the great coffee industry in the 
western hemisphere, when he asked his friend 
Captain Des Clieux to carry a seedling coffee 
plant to the West Indies island of Martinique. 

The voyage was long and rough—water rations 
had to be reduced. Even so, the thirsty captain 
faithfully tended and watered the plant. 

The seedling flourished in the tropical soil of 
the new country. And coffee trees soon spread 
to other islands—finally to the mainland of Cen- 
tral and South America. Today, these countries 
are the world’s largest producers of coffee with 
every climate producing a different variety of 
bean. 

Otis McAllister has devoted over 60 years to 
selecting and importing only the highest quality 
green coffee. The company has 18 affiliated offices 
in Central and South America staffed with ex- 
perts thoroughly versed in coffee and all its 
ramifications. Through these facilities, Otis can 
bring you coffee in quantity and quality to meet 
your individual requirements. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES « ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS * AFRICANS 


and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MCALLISTER 


SAN FRANCISCO 4 Established 1892 


310 Sansome St. 


NEW YORK 5 

129 Front St. MEMBER OF KA 
NEW ORLEANS 12 

321 International Trade Mart 


CHICAGO 10 

510 N. Dearborn St. 
HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 
TORONTO 2 

228 King St., East 











